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As a leading U.S. publishing firm, 
Miller Freeman serves many key 
industries with highly-specialized 
journals that provide selective 
readership and selective advertis- 
ing coverage. Markets outside the 
U.S. are served by long-estab- 
lished publications in the world- 
wide mining and pulp and paper 
industries; plus external coverage 
of construction, commercial fish- 
eries and forest products through 
CONSTRUCTION WORLD, 
PACIFIC FISHERMAN IN- 
TERNATIONAL, THE LUM- 
BERMAN, THE TIMBERMAN, 
and a new publication, WORLD 
WOOD, which will have a con- 
trolled circulation of over 8,000 
in 85 countries. 

The combination of these ac- 
tivities provides international 
advertisers with a single source 
for selective advertising coverage 
and for authoritative market data 
on a variety of international 
industries and markets. Contact 
your nearest Miller Freeman office 
for any information you require. 
We’re glad to be of service. 
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WORLD MINING: Covering 
the world-wide metal mining in- 
dustry. Circulation (BPA) 12,500 
(No U.S. circulation). Compan- 
ion publication to Mining World 
(North Americ: 


February 
1959 


PULP & PAPER 
INTERNATIONAL: 
Covering the world-wide 
pulp paper and paper- 
board industry. Con-  TINTERNATIONAL 
trolled circulation over -f : i 
4,000 (No U.S. circula- 
tion). Companion publi- 
cation to Pulp & Paper 
(North America’ 
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The newsmagazine with the greatest circulation 
...and IMPACT in Latin America 


Throughout Spanish-speaking Latin America this week Vision is — as 
usual — carrying out the unusual journalistic job of 





.. bringing Latin Americans important news from 
their sister republics as well as Cuba, the U.S., 
Algeria, Israel and Outer Space 





. reporting firsthand from a Latin American view- 
point — not as a rehash of items written for 
North Americans 


..and — through its advertising pages — introduc- 
ing buyers in Latin America to a steadily growing 
list of the world’s leading manufacturers. 


In the first quarter of 1961 alone, advertisers invested 58% more dollars 
in Visién than in the second newsmagazine in the field. There are many 
reasons why and we'll gladly present them to you. 













VISION INCORPORATED « Vision Building » 635 Madison Avenue, New York 22, N.Y. * MUrray Hill 8-7500 


Sales offices in New York * Chicago * Los Angeles * San Francisco * London « Frankfurt * Tokyo * Mexico City * Santiago * Sao Paulo * Rio de Janeiro 








Is Top Management 
Selling Enough? 





While flying down to South America recently, I fell into conversation 
with my seat companion. It turned out he was on a sales trip for a company 
manufacturing construction and mining equipment. I asked him how he 
went about selling his products and who were the people most important 
in the sale. This is what he told me. 


“In our business, the people who operate and maintain the equipment 
in a mining or construction project are vitally important to us. It is their 
opinions and recommendations which will determine the make or type of 
equipment that will be bought. Only in rare instances is this decision made 
at the top. 


“Therefore, when I go into a mining or construction job, the two peo- 
ple I see first and try to convince of the superiority of our equipment are 
the master mechanic and the construction or mining superintendent. 


“The master mechanic is responsible for the effective operating 
condition of all equipment on the job. He knows what brands stand up best 
and the ones that give him the most trouble. In the purchase of new equip- 
ment his opinion is asked and respected. So you’ve got to have him on 
your side. 


“The superintendent is, of course, responsible for the progress of the 
job itself. The speed and efficiency with which he accomplishes his ob- 
jectives is dependent in large measure on the quality and type of equip- 
ment he has available. He is the man who will specify and recommend to 
management the new equipment that is needed. If he isn’t sold on your 
product, you don’t have much chance of selling top management. 


“When you have both the master mechanic and superintendent on your 
side, and you know exactly what they’re in the market for, then you go to 
see the head of the company to try to get him to spend the money.” 


This sales approach is not unique. It is essentially that used by 
salesmen in most companies selling equipment to business and industry. 
The man who operates or is responsible for the equipment is a key factor 
in the sale. 


According to surveys, these are the kind of people, in great numbers, 
who are the readers of MECANICA POPULAR. Of these readers, 74.7% 
or 197,955 work in business and industry. They are essentially engineers, 
builders, production supervisors, master mechanics, technicians and small 
businessmen—the people primarily concerned with the production, buying 
and repairing of “things”. 


These people can and do influence the purchase of material and equip- 
ment for their companies. Research shows that 744% of MECANICA 
POPULAR readers personally influence or specify purchases of material 
and equipment. They are the “specifiers” on whom top management de- 
pends for brand recommendations. 
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Magnum Opus 


The Report on Internationa] Advertising Expend- 
itures which is incorporated in this issue is truly a 
major effort of your Association. We believe it will be 
of great usefulness to all our members and are indebted 
to Monroe Mendelsohn and his Research Committee 
for its compilation. 

The study is of practical value to advertisers and 
agencies, because it enables them to obtain compar- 
ative standards by noting the ways in which all 
advertisers in an industry allocate their expenditures 
among the various media in a particular country. 

For example, an advertiser confronted with a 
proposed media schedule which differs substantially 
from the industry pattern in a given country may 
wish to ask himself why his approach varies from the 
industry practice. 

Also, trend data from year to year offer a guide to 
the growth patterns of the newer media such as 
television. 

Media owners and representatives will also benefit 
from a careful study of the figures. 

A medium can check its “share of market” and 
market “potential”. For example, an industry which 
spends 70% of its budget on magazines in a country 
is a better target than one which spends 5% on 
magazines. Furthermore, a particular medium can 
estimate whether it is receiving its proportionate share 
of this expenditure and check its year to year growth 
or decline relative to other media. 

This year’s study presents media expenditures by 
industries for eight countries. There are new and im- 
proved data on advertising expenditures for seventeen 
other countries. Data are shown for a total of twenty 
eight countries. 


To defray some of the costs incurred in the prepar- 
tion of this study, a price of $1.00 has been set for 
this issue. Copies of the report alone are also available 
at the same price, directly from the Association Head- 
quarters. 

Henry R. WEBEL 
Editor 


No Rain in Spain 


Sunny skies are predicted for the entire week of 
September 18, during which the IAA will hold its 
Fourth European Conference in Madrid. Sunny will 
also be the disposition of our Conventioneers, and all 
those who know “Paco” — alias Francisco Garcia 
Ruescas — also know that he will not permit stormy 
weather or even clouds to dampen the spirit of the 
delegates. 

Appropriately, Don Quixote de la Mancha and his 
trusty equerry adorn our cover to introduce the Special 
Section on Spain which we present in this issue. The 
monument is the work of the famous sculptor Coullaut- 
Valera and stands on Plaza de Espafia in the center 
of Madrid. 

Our thanks go to our Spanish members who have 
sent us the articles used in the Special Section and to 
those who have made this issue possible through their 
advertising. 

See you all in Madrid on September 20th! 


* + * 


Next Month 


The September issue of THE INTERNATIONAL AD- 
VERTISER will address itself to the subject of MARKET- 
ING IN Europe. Exclusive articles will deal with Europe 
as a fast-growing market and with special situations 
encountered in Sweden, Italy, Holland and Greece. 


* * * 


INCOMING MAIL 


Dear Editor: , 

In your volume of June I found an article by Leslie B. Cort 
about OEEC and EFTA in Europe. I have to regret that the 
writer has not noticed the fact that even Finland is member of 
the EFTA-group. 

In many foreign papers we can find this kind of omission, and 
Finland is often put on wrong place, somewhere in a shadow 
between iron and velvet curtains. I’m sure that all Finns and 
even all Scandinavians will be very pleased, if you will correct 
this thing in your next volume and perhaps also tell something 
about Finland. the land of 60,000 lakes. 

Martti Santala 
Director of Sales 
Amer-Tupakka Oy 
Helsinki, Finland 


(According to our information, Finland is not yet a full-fledged 
member of EFTA. She became an associate member in March, 
1961, presumably after Mr. Cort had prepared the talk to which 
Mr. Santala refers. The Editor) 
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Europe ...the Iberian Peninsula 
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farther. Jet there non-stop from 
New York in lavish comfort, 
aboard IBERIA’s magnificent 
new DC-8 jets. 

Your choice of First or 
Economy Class service. 


FROM NEW YORK 


ee i 


















SANTIAGO 





FROM NEW YORK 





Consult your travel agent 
or 


MiFEPOIA Af? LIMES OF SPAM 


NEW YORK 
PHILADELPHIA 
WASHINGTON, D.C. 
CHICAGO 

LOS ANGELES 
SAN FRANCISCO 


































ae 








Spain is, indeed, a country of many contrasts, now 
in its so different climate, now in the richness and poor- 
ness of its territory and its people. 

The great variations which exist between one and 
the other area of our country, of course, also affect 
marketing. 

Disregarding the climatic differences of the distinct 
zones and limiting our comments merely to the eco- 
nomic view, the general panorama of Spain presents 
a complicated drawing board, the only common de- 
nominator of which being that it is ruled by a com- 
mon law inside of the same frontiers. 

In order to put our assertion in the exact factual 
terms of reality, the best will be to give some figures: 


a) Purchasing power: 

Spain is divided politically into 50 provinces. 
Four of these provinces have an annual aver- 
age revenue of over 16.000 pesetas, but thirteen 
have a revenue of less than 8.000 pesetas. Six- 
teen provinces possess about 60% of the national 
revenue. These facts show the purchasing power 
differences of each market — regional or pro- 
vincial. 


oa 


Industrial output 

56% of the nation’s industrial production is 
concentrated in 7 provinces, and even among 
them, the differences are remarkable. Barcelona 
and its region, for instance, has by itself 21.75% 
of the nation’s industrial output. 


c) Demographical density 

In this regard, the differences among the pro- 
vinces are also very noteworthy. Thus, while the 
province of Barcelona has a demographical dens- 
ity of 325 inhabitants per sq. km. we can see 
five provinces not reaching 25 inhabitants per 
sq. km. 

Looking at the cities, we can observe similar 
diversities: Madrid and Barcelona, cities with 
nearly 2 million people each; the former, politic- 
al and official capital; the latter, in fact, trade 
center of Spain. Next, come towns of between 
250,000 and 450,000, and finally 4 great num- 


ber of towns with a very small population. 


Ascending Curve of the Spanish economy: 


To the complexity reflected in the above figures, we 
must still add one circumstance—one encouraging 





SPAIN is many markets 








. . . . . Report on Spain 





by Juan Vernet Fontcuberta 
Director 
Danis Publicidad Técnica, Barcelona 





circumstance—which involves even more the task of 
the marketing specialist: we refer to the constant 
evolution of the Spanish economy on a hopeful path of 
consolidation, according to the pattern prevailing in 
countries of high income. 

Statistics show us that an obvious change is slowly 
being generated: the percentage of people engaged in 
“Services” and “Mining & Industry” is increasing. 
The modernization of farming permits this migration 
of labor from “Agriculture” to another activity with- 
out affecting the national farm production. 


Problems of the Spanish adman: 


If the peculiar national features made already diffi- 
cult the task of the Spanish admen, the changing 
panorama of the national economy has added a new 
difficulty. 

Keep in mind that the new economic guides, not 
only are influencing in a different way each zone 
market, but also have forced a revision of policies upon 
most of the industries which are fighting to be up-to- 
date. Thus, the Spanish enterprise generally is forced 
to change its commercial methods, its industrial organ- 
ization and, of course, its equipment. 

As a result, the Spanish marketing agencies have 
before them a splendid work, both hard and fascinat- 
ing. 

The very magnitude of this problem gives an agency 
a chance to demonstrate its efficiency and its ability, 
and it often has to give much more service than the 
client actually pays for. 

The Spanish marketing agency must be prepared 
in a full-service way, pertaining also to some fields 
which properly belong to the client’s sales department. 

Some agencies, maintain a special department 
created expressly, not only to advise the client, but also 
to assist him in re-organizing his commercial structure 
or plugging some gap in that structure, with suitably 
trained agency experts, until adequate staff can be 
selected and properly trained. 

Owing to the poverty of some industries and the 
long inflation period, now happily overcome, before 
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beginning an advertising campaign, it is often neces- 


sary to do a deep commercial re-organization so that 
the advertising will not be lost. 

It has happened that a campaign was launched, 
only to see that the sales management was weak; the 
agency at that time sent its own “pitch men”, in order 
to rescue the sales in that territory. 


Spanish advertising booming: 


Spanish Advertising has grown with celerity and it 
is known to digest quickly the know-how of the most 
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advanced European countries as well as of the United 
States. These assimilated techniques have had to be 
adapted to the conditions of our market and, generally 
this has been done successfully. 

Many international brands have achieved greater 
sales volume in Spain than in other countries, which 
is a clear indication of the high quality of the Spanish 
advertising. — 

We have not tried to write a technical article on the 
Spanish advertising field, but to expose some stand- 
points about the advertising in this country. 





How to Capture the Spanish Markets 


The fundamental characteristic of the Spaniard is 
his individualism, his persistence in his own personal 
ideas, tastes and needs. From this psychological trait 
grows the essential diversity of the Spaniards... and 
the lack of cohesion in their collective acts. 


The profound regional diversity, ethnical, geo- 
graphical, cultural and economical, of the Peninsula, 
accentuates this lack of psychological unity of the 
Spaniards. We are separated or, more correctly, we 
are differentiated by the historical frontiers of racial 
origin, language, traditions, climatology, the constitu- 
tion of the earth, the products and richness of the soil, 
the cultural level, density of population, industrializa- 
tion, by the way of life each zone definitely acquires. 
On a purely economic order, the differences are more 
deeply found in the index of purchasing power. 


From this essential differentiation of the Spanish 
regions, arises the diversity of the markets, which are 
understood as groups of individuals in some deter- 
mined geographical areas, who realize a consumption 
and a production of goods. 


Therefore, authentic knowledge and dominion of 
these multiple markets is essential for effective advertis- 
ing in Spain. 

In view of the vast differences of the regional Span- 
ish markets, advertising demands a character which is 
very particular and difficult to achieve. On one hand, 
an agency has to cover all the Peninsula, but it can- 
not forget the direct control of the different markets. 


Here lies the fundamental duality of the problem, 
which we wish to examine in its characteristic aspects. 
There is the solution which we could call “disper- 
sion”, that is, an agency which relies on many bases 
and offices, dispersed throughout the Peninsula and, 
therefore, present in all the markets. This solution 
offers various inconveniences, since it is difficult to 


by Enrique Vila Mane 
Chairman 
Publicidad Vila, S.A., Barcelona 





avoid this presence being fundamentally weak, with- 
out technical solidity, without an overall view, with- 
out authentic coordination of efforts and orientation. 
This means that both the problems of the clients and 
the solutions which are adopted have a “local” air, of 
low stature, which prejudices the national projection 
of Advertising. 

Another solution is to create a Central Agency, with 
one seat, from which an attempt is made to dominate 
the whole country. Very often this solution implies the 
pushing into the background of the multiple Spanish 
markets, the lack of knowledge, often, of the special 
idiosyncrasy, customs and problems of each one of 
these markets, because of a lack of penetration of the 
atmosphere, of authentic living together with the 
market which it is intended to dominate. 

The ideal solution to this problem is, in my opinion, 
a half-way house. This i§ a formula which constitutes 
a perfect equilibrium between the diverse tendencies: 
this means an Agency which possesses some strategic 
bases—three or four as a maximum—which form cells 
with a life of their own, although they receive the 
coordinating, bonding and stimulating drive from a 
Head Office on which depend the great lines of policy 
and planning. 

Now then, this balanced solution, which on one 
hand allows a domination of the essential markets “‘on 
the spot”, with genuine technical power, and on the 
other hand enables one to obtain a general view of the 
market problems, of sales and of publicity, bearing in 
mind all the overall factors of the Spanish market, 


| 
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demands an examination of the provincial valuatio 
of the demographic indices, of wealth, of sales and 
purchasing power. Rapidly the following zones leap 
to the eye: 


%o 
Yo %o Purchasing 
Zone Population Production Power 
CATALUNA 12.48 17.35 16.61 
MADRID 11.93 14.32 14.42 
VASCONGADAS = 4.33 7.71 7.21 
po 28.74 39.38 38.24 








.... . . Report on Spain 





These data tell us that to control these regions is to 
dominate the principal industrial, financial, demo- 
graphic and business part of Spain. Here are three 
fundamental points for dominating the Spanish mark- 
ets, since they find themselves in extraordinarily ad- 
vantageous conditions for the advertising of all the 
products in the markets which really deserve the in- 
terest of major advertisers. 

Therefore, the conquest of the Spanish markets 
should begin in Barcelona, Madrid and Bilbao, the 
strong points on which a solid action which radiates 
over the three zones of influence, may be based. 





ADVERTISING IN SPAIN 
-Today and Tomorrow 


There are more than 25,000 people in Spain whose 
livelihood derives directly from advertising. Millions 
more are affected by it. As to our means of commu- 
nication and entertainment, press, radio and our in- 
fant television, they could hardly exist without in- 
come from advertising. | 

The growth of advertising has been nothing short 
wt spectacular. As recently as ten years ago it was 
aaphazard, based mostly on the intuition and personal 
experience of the advertiser and his agent, without any 
scientific foundation. Nowadays it is thoroughly pro- 
fessional, thanks to the combined efforts of the best 
brains available in our first class agencies. 

It may be said that few businesses in Spain have ex- 
perienced such a constant trend of progress and im- 
provements, and that very few people have demanded 
and given as much of themselves as our advertising 
professionals. 

As elsewhere, press is the leading medium. The 
dailies with national circulation run to many pages 
and are well printed, their Sunday edition are often 
on a par with news magazines. Because of their wide 
distribution, provincial newspapers are particularly ef- 
fective as advertising media. 

These are 11 national and 101 regional newspapers, 
in addition to 27 “Monday sheets.” They have an ag- 
gregate circulation of 3.4 million and a probably read- 
ership of 8.5 million. Many of them had to increase 
their number of pages in order to accommodate the 
steadily growing number of advertisements. 

It is estimated that some 700 weekly, bi-weekly and 
monthly publications are worthy of consideration, dis- 
regarding countless local sheets and bulletins. The 


by Francisco Garcia Ruescas 
Director 
Ruescas Publicidad, Madrid 





larger ones have national circulations of 100-200,000, 
with an average of 4.5 readers per issue. There are 28 
general magazines, 22 women’s publications, 10 in the 
entertainment field, 9 in the business and financial 
category, and over 50 trade and technical journals. 

Radio has achieved tremendous success in Spain in 
recent years, and our commercially sponsored pro- 
grams, prepared by advertising agencies, stand com- 
parison with those presented in more advanced coun- 
tries. A decisive factor is the recognition that radio is 
the most effective means to reach the woman—81% 
of Spanish women are regular listeners—and that 
women make many of the buying decisions. 

So many local station$ spring up all the time that 
it is impossible even to guess how many there are in 
the country. But at least 198 stations can actually be 
identified—185 of these transmit commercial pro- 
grams. The larger stations broadcast from 8 A.M. to 
1 A.M. and the rates are the same any time of day 
or night. The total audience is estimated at 8 million. 

Television, still in the development state, covers 
about 2/3 of the country and the Balearic Islands. 
Five channels, located in Madrid, Barcelona, Bilbao, 
Zaragoza and Valencia, are linked into a chain which 
allows for many program originating in one of them 
to be retransmitted simultaneously by all the others. 

Additional channels are planned for Galicia and 
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~ EVERY COUNTRY THINKS AND 
TALKS IN ITS OWN WAY 


Therefore, the task of advertising in a foreign country 
IS A FAR BIGGER BITE THAN ANYONE CAN CHEW. 


“SPAIN IS DIFFERENT” 
This wellknown slogan has been universally applied 
to Spain. Publicity in this country must therefore be 
“different”. 
IF YOU OR YOUR CUSTOMERS WISH TO ADVERTISE 
IN SPAIN, DO NOT FORGET THAT YOUR ADVERTS 
MUST ALSO BE “DIFFERENT”. 


COOPERATION WITH A SPANISH ADVERTISING 
AGENCY IS A MUST. But remember to choose an 
Agency that is modern, dynamic and capable. 


WE WILL CONSIDER consultations from any source 
regarding advertising programmes to cover the Spanish 
market. 


WE WILL ACCEPT AND STUDY 
any offers with a view to: 


OUR ASSOCIATION 
with one or more foreign advertising agencies. 
THEIR REPRESENTATION in Spain 


MUTUAL COOPERATION in the preparation of Surveys 
and Plans for advertising in Spain. 


BY ADVERTISING OURSELVES WE ADVERTISE ADVERTS 


+— arce & potti 


Técnicos Publicitarios Asociados 
Members of the I.A.A. 


Madrid - 13 ESPANA 


gran via, 57. 
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Andalucia, so that Television will blanket the whole 
country. These are no actual figures, but a very rough 
guess is that there are 250,000 sets in regular use, with 
an average of 5 viewers per set. When a special sports 
event, a bullfight or an important international pro- 
gram is presented, the audience may well reach 2 mil- 
lion. 

Spain is the one country in Europe where people 
go to the movies most often... 4 times more than in 
England, to be exact, and twice as often as in France. 
More than one million people go to the movies daily, 
2/5 of these in Madrid and Barcelona. 

There are 6,460 motion picture theaters in Spain 
with a total of 3.8 million seats—or, 23 theaters per 
100,000 population and 13 seats per 100 people. The 
“average Spaniard” goes to the movies 20 times a year. 
Spanish Commercial films are of high quality, as 
shown by the fact that many of them have won awards 
at international festivals. 

According to the latest estimates, advertising expen- 
ditures in all media amount to about two billion pe- 
setas, 45% of these go to newspapers and magazines, 
30% to radio and television, the balance in other me- 
dia. 

The products which are most advertised in Spain 
are: Foods and beverages, household appliances, auto- 
mobiles, industrial and agricultural machinery, clean- 
sers and cosmetics, textiles and wearing apparel. 

The agencies have played a decisive role in the de- 
velopment of advertising in Spain. No longer are they 
content to be mere space brokers or to create an iso- 
lated ad interpreting the whim or the idea of the 
client. Following patterns adopted in other countries, 
the leading agencies have constantly improved their 
service and their facilities, to a point where advertis- 
ing is now enjoying great prestige. 

Today, agencies have all the resources necessary to 
execute sound campaigns, based on careful studies of 
the product and of the market. This includes careful 
appraisal of the effectiveness of the campaign, exami- 
nation of competitors’ marketing activities, media and 
market research, as well as the organization of public 
relations. 

A look at tomorrow cannot help but being a rosy 
one. The stabilization of the economy of the country 
resulted in retrenchment in many business fields, due 
to credit curtailment and the disappearance of spec- 
ulators, but it did not result in a reduction of ad- 
vertising volume. 

Quite on the contrary, it had beneficial effects on 
advertising, and the economic recovery which has al- 
ready started will stimulate it still further. The more 
competition, the more opportunity for the growth of 
advertising ! 














Some day, I’ll be an explorer. I’ll go where no man has been 
before ... I’ll drive across deserts and polar wastes. 


Every man chooses his own destiny. But remember - explorers need 
great courage and ability. 

ll make new discoveries and extend the frontiers of knowledge. 
Pll be very happy to serve the cause of science. 

Science will serve you too, my boy. To help you survive, to keep you 
in touch with the world, to let you know your exact position, 
Philips will supply many kinds of equipment: radio, radar, measuring 
instruments, pharmaceutical specialities, lamps... even dryshavers 
and domestic appliances to make your life more comfortable. 


Then, as now, Philips will be helping to make the world a better 
place to live in. Then, as now, Philips will maintain the spirit that has 
made their products world-famous for dependability for over sixty years. 


Now - and in the future - look @ PHILIPS: 























More distinguished 
international clients 
than any Agency 


in Spain 
BRISTOL MYERS 
BRISTOL SIDDELEY ENGINES LIMITED 
BRITISH EUROPEAN AIRWAYS 
BURROUGHS ADDING MACHINES 
CHAMPION SPARK PLUGS 
COLGATE-PALMOLIVE 
FOCKINK GIN 
FORD MOTOR 
HINO DIESEL 
HOOVER 
HORNIMAN TEA 
INTERNATIONAL HARVESTER 
KIRSCH 
LAND-ROVER 
LEDERLE 
LEVOLOR 
LUFTHANSA 
MAIZENA 
MERRILL LYNCH PIERCE FENNER & SMITH INC. 
MINNEAPOLIS-HONEYWELL 
MODERNFOLD 
OLIVETTI 
PALACE & RITZ 
PAN AMERICAN WORLD AIRWAYS 
PLACENTUBEX 
READER’S DIGEST 
REVLON 
R. J. REYNOLDS TOBACCO CO. 
SCHOLL 
SEIDENSTICKER 
UNION CARBIDE 
WORTHINGTON 


and many other nationally as well as internationally 
prominent firms advertise in Spain through 


Ruescas 
PUBLICIDAD 


An International Full Service Agency 


Spain’s most forward-thinking, effective 
and well-rounded Agency. 


Branch offices in all Correspondents and 
important Spanish cities associates throughout the world 
WHEN YOUR PLANS CALL FOR ADVERTISING IN SPAIN, MAKE 
Ruescas Publicidad, 

Av. José Antonio, 55 Madrid 


..- YOUR FIRST CONTACT. 
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Branch Office, Affiliate? 


by Manuel Pérez Sainz-Pardo 
President 
Hijos de Valeriano Pérez, Madrid 





The world is more than ever in a stage of develop- 
ment, ready to reconsider its economical, industrial 
and commercial factors, compelled to liquidate un- 
productive industries, to improve the sales approach, 
to count on the aid of foreign capital, to increase pro- 
duction and consumption; in one word, to compel 
competitive capacity and, thereby, multiply the op- 
portunities of advertising. 

I do not remember any other time where first-class 
international agencies were so much interested in the 
world-market. And nowadays there are many agencies 
posing themselves the old problem: 

Those who have to make up their minds have to 
consider thoroughly the advantages and disadvantages 
that the problem presents. Surely this question has al- 
ready been asked on many occasions: What would 
happen if we all should establish a branch office in 
every capital of the world? What would happen if all 
the advertising agencies of the world should go to 
Paris, for instance, and establish their branch offices 
in that city? Let’s take another example. Let us say 
that only one agency, the most important one from 
each country, establishes a branch office in Paris. I 
think there is no need to lay down any economic prin- 
ciple or to give statistics, I think you just have to use 
common sense to answer that the vast possibilities the 
French market presents for advertising would then be 
overflowing. Enlarging the example of Paris, coincid- 
ing with the expansive movement of the big agencies 
in various markets, the conclusion is that, by excess 
of activity, advertising would be devouring itself. 


Interesting Markets 


I know that not all the agencies are prepared to 
establish branch offices. Nor do all countries present 
conditions that are favorable for the establishment of 
an office, and not all markets, though important, are 
interesting in that respect. 

However, I am referring to whether it is a good in- 
vestment for first-class agencies to establish branch 
offices in those markets they are interested in. Let us 
suppose that several of its clients want to introduce 
themselves in a given market. This agency may sup- 
pose, at first, that to establish a branch office in that 
country is advisable. The chief advantage of this atti- 
tude is that advertising in the new market will find it- 
self in harmony with the policies which have promoted 
the sale of that product on the home-market and will 
be in the best position to bend to the commercial in- 
structions given by the head office, as nobody knows 
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the client better than the agency which has handled it 
from the beginning. And, so, nobody can offer him a 
better service. 

But the problem is in the way of dealing with the 
new market. Who are going to be the executives for 
the branch office? Specialists and executives from the 
export country, from the head office? It is obvious that 
they know the product perfectly. But do they know 
this new market? Or specialists and executives from the 
importing country? In either case, the agency has the 
problem of analyzing carefully which is the proportion 
between investment for the opening of the branch of- 
fice and the income it may have. It is possible that with 
the export advertising alone the branch office will not 
have enough for its existence, and it may need to look 
for local accounts. It may be practical and economical 
to send executives from the home country to handle 
the “export” accounts and hire local specialists who 
could devote themselves to local accounts. 


Each Market, a World 


In advertising, the fundamental problem is the man. 
Each market is a world apart, and advertising is not 
merely a question of translating good campaigns, but 
of reaching an audience and making it feel the need of 
buying. For the advertising man it is necessary to 
know exactly the public on which he is going to oper- 
ate: its habits, traditions, manners and prejudices. 
Consumers are similar everywhere but we have to talk 
to them in a different way in each place. 

An appeal of proved success—appeal to sex—.is effi- 
cient all over the world. But, of course, it must be done 
in a different way in France, Japan, USA, Argentina 
or in Norway. 

Besides, media are quite different in each market, 
and the social and political structures, standard of liv- 
ing, traditions and new habits have different values. 

For all the reasons I have exposed, I am a supporter 
of affiliation. But, of course, I know how difficult it 
is to find a suitable affiliate agency. Bad handling of 
an advertising campaign by an affiliate rebounds on 
the other agency. To me, an affiliate agency is one 
which does not restrict itself to carry out the orders of 
its correspondent, but regularly and systematically ad- 
vises its affiliate about competitive advertising and of- 
fers the facilities of market research; an advertising 
agency that keeps its affiliate, and consequently the 
client, well informed about the current affairs of its 
country, not only referring to advertising but to any 
situation which may affect the client’s sales; an agency 
which will not hesitate to suggest changes, adaptations 
or even substitutions of copy, illustrations, frequency, 
media, or the budget of the campaign; an agency that 
provides its affiliate with everything it needs: knowl- 
edge of the market, of the consumers’ traditions, preju- 
dices and habits. 
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THE NATIONAL AS WELL AS 

THE INTERNATIONAL ADVERTISER 

FINDS IN Ruescas 

A SPANISH ADVERTISING AGENCY 
WHICH... 


... advertises in all Media: 


PRESS 
RADIO 
TELEVISION 
CINEMA 
OUTDOOR 
OTHERS 


... provides a full service: 


PRODUCT STUDY 
MARKET RESEARCH 
MEDIA RESEARCH 
COMPETITIVE STUDIES 
CAMPAIGN PLANNING 


CREATIVE SERVICE 


a) Art 
b) Copywriting 


c) Campaign execution 


DISTRIBUTION 


a) Media selection 
b) Space booking 
c) Voucher checking 


ADMINISTRATION 


a) Paying 
b) Invoicing 


c) Invoice checking 


PUBLIC RELATIONS SERVICE 

SALES ADVISORY SERVICE 
...and has a brillant team of Executives to advise 
on production, distribution, and sales problems. 


Ruescas 
PUBLICIDAD 


An International Full Service Agency 


Spain’s most forward-thinking, effective 
and well-rounded Agency. 


Branch offices in all Correspondents and 
important Spanish cities associates throughout the world 
WHEN YOUR PLANS CALL FOR ADVERTISING IN SPAIN, MAKE 
Ruescas Publicidad, 

Av. José Antonio, 55 Madrid 
... YOUR FIRST CONTACT. 
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MARKETING AMERICAN PRODUCTS 


by Alfred Cugat, President 


Visién Publicidad y Promocién de Ventas, S.A., Barcelona 


For many years, American products have been suc- 
cessfully marketed in Spain. Some were imported, 
other were manufactured locally under license. The 
promotion and sale of American brands, besides the 
“opening of a new market” effort, presented no special 
problems. An agricultural country with very little in- 
dustry and manufacturing was a wide open market 
for many foreign products. - 

Today the situation is somewhat different. Spanish 
industry and manufacturing are increasing very rapid- 
ly, and in the field of durable goods we find that over- 
production has created a saturation of the market. For 
while the industrial output has been increasing stead- 
ily during the past few years, the purchasing power of 
the consumer has increased at a much lower rate. So, 
for the past three years the emphasis has, of necessity, 
been on selling rather than production, and Spanish 
manufacturers finally are using fairly modern methods 
of selling and sales promotion. Their fight for the 
largest share of the market is rather apparent, and 
large sums of money — unheard of before in Spain — 
are being spent on advertising sales promotion, market 
research, etc. 

Take refrigerators, for instance. Not too long ago, 
Westinghouse was the leading brand sharing the mark- 
et with about half a dozen other makes. Today there 
are around twenty-five different brands on the market, 
and the competition is very acute. A recent survey of 
the market made for an American make of radios and 
television sets, showed that this field is so over- 
crowded with brands, models, and overstocked 
retailers, that any success in entering the 
Spanish market had to be based on 
selling entirely new models, 
new features at low com- 
petitive prices. 
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In many other fields, though, we find good market 
opportunities for American products and methods. In 
the soft drink field, Pepsi-Cola is an example of an 
American company selling successfully in Spain, and 
in spite of a late entry into the market, they now have j 
bottling plants covering almost the entire country. ) 

Sloan’s Liniment is a well-known American product 
in Spain, and with increasing sales, a new line of 
Sloan’s products is currently being introduced to the 
market. Waldes-Kohinoor products are the leading 
selling brand in their field, and Carrier holds the lead 
in the industrial air-conditioning field. 

There are many other outstanding American brands 
successfully selling in Spain, and as a matter of fact, 
it would be hard to find a good American product that, 
properly promoted, has been a failure in Spanish 
markets. The proper use of the basic American mark- 
eting policies and practices, expertly adapted 
for the Spanish market is the key to the f 
success of the products sold in Spain. Sass, f 
American methods and procedures yal 
of distribution, packaging, Yella 























Canning on the 
Assembly Line 
in Vigo 












I 
\| 





Section 
on Spain 


Continued 
on page 18 























MEDIA MEMOS 





Robert de Ramery, who has been Editor of El 
Farmacéutico, has bought the publication from Amer- 
ican Exporter Publications. He plans to resume pub- 
lication with the October 1961 issue. El Farmacéutico 
has circulated to the drug trade in Latin America since 


1925. 
# 

The first issue of Iron Age Metalworking Inter- 
national, new international metalworking publication 
will be published in January 1962 by the Chilton Com- 
pany, Philadelphia, with an initial circulation in excess 
of 15,000. Purpose of the new publication will be the 
communication and development of metalworking 
technology on an international scope, and editorial 
material from all metalworking areas of the world will 
be gathered by a full-time staff being assembled here 
and abroad with qualified correspondents in approx- 
imately 18 major metalworking centers. Editorial ma- 
terial will be printed in English and accompanied by 
digests in German, French, and Spanish. Advertisers, 
however, may choose any of the four for their message 
with digests in the other three tongues. 


Nine of Japan’s giant industrial and utility corpora- 
tions have placed full-page advertisements in News- 
week’s July 31 domestic issue telling forcefully of the 
resurgence of their country’s economy. Reporting their 
own growth records as well, the nine firms stressed 
high technical standards, diversification and extensive 


capabilities. 
¥ 


The Daily American, Rome, Italy, has appointed 
Joshua B. Powers, Inc., as advertising representatives 
for the U.S. The paper carries the latest world news 
(maintaining teleprinted connections with most of the 
important cities all over the globe) and a great deal 
of local news of significance to the English speaking 
readers — much of which is unobtainable elsewhere. 
This includes special coverage for businessmen: daily 
reports, weekly financial reviews, and a three part 
Monthly Business Review covering Italy, the Mediter- 
ranean area and the United States. 

# 

Thomas Skinner & Co., Ltd., New York repre- 
sentatives of Overseas Newspapers Limited, London, 
have been appointed advertising representatives in the 
U.S. and Canada for the British Guiana Daily 
Graphic. 

# 

International Management, the McGraw-Hill pub- 
lication of world business information, will be pub- 
lished in three editions — English, Spanish and Por- 
tuguese — beginning with the January 1962 issue. 


TOP EUROPEAN TRADE PUBLICATIONS 





CHEMISCHE INDUSTRIE LUFTFAHRTTECHNIK 
Monthly in German & Technical Aviation Journal 
quarterly in English 

KUNSTSTOFFE 


ATOMWIRTSCHAFT 


Nuclear monthly 


KAUTSCHUK & GUMMI 
Monthly for the 
Rubber Industry 


METALL 


Official monthly of 
the German Metal Industry 


PHOTO-TECHNIK 
u.WIRTSCHAFT 
Photographic monthly 


World’s oldest plastics journal 


KUNSTSTOFFE -PLASTICOS 
Spanish edition of KUNSTSTOFFE 


VDI NACHRICHTEN 


Europe’s largest technical 
weekly newspaper 


ELEKTRONISCHE 
RUNDSCHAU 


Electronics monthly. 


( 


EXCLUSIVELY REPRESENTED BY 
Enternational Newspaper Advertising 


1475 BROADWAY - NEW YORK 36, N. Y. 
Tel: BRyant 9-6344/6088 
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 Pycmarelalelated Newspaper 


Ax ertising 





Specialists in Foreign Advertising 


REPRESENTING GERMANY’S LEADING DAILIES 
HANDELSBLATT, 


Dusseldorf 
Top newspaper for Finance & Industry 


DIE WELT, 


Hamburg (also Berlin & Essen) 
Leading German daily 


FRANKFURTER ALLGEMEINE, 
Frankfurt a/M 
Widely read interregional daily. 
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1475 BROADWAY - NEW YORK 36, N. Y. 
Tel: BRyant 9-6344/6088 
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MARKETING AMERICAN PRODUCTS 
(Continued from page 16) 


pricing, sales, sales promotion, advertising, merchandis- 
ing, publicity and public relations, are basically right 
for the Spanish market, or for that matter, for any 
market of the civilized world, if the manufacturer is 
properly counseled by native marketing experts who 
have practical experience in American marketing 
methods. 

The Spanish consumer is very fond of American 
products and methods. The ground-work for this 
favorable climate among the consumers has been done 
in great part by the American movies. The average 
consumer looks to America for better, more modern 
things, items that will improve their way of living and 
make their life easier, and more pleasant. Unconscious- 
ly they associate American goods with democracy, a 
high standard of living, and other more involved con- 
cepts. 

From personal experience I have found it wise to 
stress the American origin of the products marketed 
in Spain. Stick to the policies of your company, they 
usually are sounder in the long run, and disregard local 
competitive “easy ways and gimmicks’. Build a true 
image of your product in the market, an image that 
will stay and penetrate more, day after day, and the 
consumer will always be on your side. 


Gate in the famous wall of Avila 
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RADIO and TELEVISION 
in Spain 


by Gaspar Tato Cumming 
Publicidad Gisbert, Madrid 





The growth of broadcasting in Spain paralleled the 
development which took place elsewhere in the world, 
but, possibly due to the idiosyncracy of our people, 
programming lagged behind for some time. 

When I went to Latin America in 1946, I found 
radio far more advanced there, but upon my return 
to Spain some seven years later I was happy to note 
that commercial broadcasting had made tremendous 
strides. Today, our programs are in some respects far 
ahead of those presented in many countries. 

To be sure, some are routine or even mediocre, but 
many of our productions are of the highest quality 
and true works of art. Without losing its popular ap- 
peal, which is a prerequisite of commercial broadcast- 
ing, they achieve a high level of technical execution. 
This is particularly true of the “radioteatro,” of con- 
tests and news programs which exercize a considerable 
impact. 

It is usually the “client”’ who blocks efforts at elimi- 
nating low grade programs, by his insistence to impose 
his own taste and ideas, following dictates of narrow 
minded, mercenary considerations. Fortunately, this 
situation is rapidly disappearing under the pressure of 
competition and better programs are now being pro- 
duced by true experts and specialists. 

The technical facilities are perfect, and a vast net- 
work of stations now blanket the country. 

Privately owned are the Spanish Broadcasting Com- 
pany (S.E.R.) with its own network headed by Radio 
Madrid; the R.E.M. chain which includes “La Voz 
de Madrid”; the Blue Network, with Radio Juventud 
de Madrid; Radio Intercontinental de Madrid with 
many associated stations throughout Spain; Radio Es- 
pajia and the new Cadena de Ondas Populares. There 
are also many independent stations. 

Even the Government owned Radio Nacional de 
Espafia accepts paid advertising, except on the Ma- 
drid station. 

The proportion of commercials to total broadcast- 
ing time is strictly regulated and a code of ethics pre- 
vents abuses, especially with regards to the advertising 
of products affecting public health, which is subject 
to the approval and control of the Health Department. 

The volume of radio advertising is growing apace 
with the number of receivers which are to be found 
in the remotest areas of the country. 





LOS TIROLESES, S.A. 


ADVERTISING 


2, Peligros Street. Madrid, 14. Spain 


Telephones: 222.63.33 - 221.83.94 
221.72.74 - 221.79.06 
Box n° 40 
—_—s— 
Correspondent in Spain for: 


W. S. Crawford Ltd London-New York 
Foote, Cone & Belding Ltd. London-New York 
Gumeelius Advertising. Stockholm 

William Wilkens Werbung. Hamburg 


ne 


Capital Ptas: 5. 000. 000. -- 
Reserve Funds . 673.919, 34 


Administration Counselors 

Mr. Antonio Urquijo de Federico 
Mr. Guillermo Gomez de Velasco 
Mr. Francisco Urquijo de Federico 
Mr. Carlos Urquijo de Federico 
Mr. Enrique Gabernet Moretones 
Mr. Luis Vallejo de la Villa 


General Director, Member of |. A. A. 
Mr. Angel Martinez Garcia 


Public Relations 
Mr. Amadeo Alvarez Feito 
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Television took its first toddling steps in 1948, when 

the first set was sold for 50,000 pesetas! It took sev- 

eral years of orientation, of trials and errors with lim- 

WUT ited means, before an organization could be formed 

= for the exploitation of this medium, starting in Ma- 
drid in 1957. 

Nowadays, television covers practically all of Spain, 
with powerful senders in Madrid and Barcelona and 
relay stations in other cities. 

Technically, reception is perfect both as to sound 
and picture. Programs are improving, too, although, 
just as in other television countries, many are still in- 
ferior. 

The high cost of sets and aerials prevents TV from 
being a mass medium, but more and more receivers 
are installed in public places, such as bars, restaurants 
and hotels. In small communities, ‘television clubs” 
have sprung up to permit viewing by a group audience. 

Spanish Television is Government owned, but it 
carries paid advertising. In contrast to radio, it is gen- 
erally free from interference on the part of the adver- 
tiser, possibly because it is generally beyond his capac- 
ity because of its complex nature. | 

Commercial television in Spain is barely a year and 
a half old, but it has proven to be so spectacularly ef- 
fective that, in spite of the high rates charged, it is 
very difficult to book time, especially during prime 
hours. 

This new competition has stimulated rather than 
hurt the other media, and the advertising profession 
in general is benefitting from the fact that “impro- 
visers’” and amateurs are now giving way to skilled 
professionals. 
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in Advertising 


Surveys of th 
Problems 


(Business Policy, 
Introductions, etc ) 
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Control 


Marketing and 
Statistics Service 


Ceramic Shop on the roadside in Lorca 


publicidad Per 


vila, s.a. 


Managing 
Director 


E. VILA MANE 


Tel, 271427 Barcelona Te 
i aghaonge: VILA 


Alam.° de Recalde, 30 
Tel. 24 23 28 - Bilbao 


Juan de Mena, 10 
Tel. 222 78 66 - Madrid 
Telegramas PUVILA 
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MADRID 


is not expensive 


by F. Léon Madrid 
Ruescas Publicidad, Madrid 


You only have to look at the schedule of prices for . 


18 cities in the world, published by Jnternational Man- 
agement Magazine, in its May 1957 issue: In Madrid, 
the most expensive Hotel does not cost more than 375 
pesetas, and you can even find wonderful hotels for 
125 Pts., first class, of course. A meal at a typical res- 
taurant, including the best Spanish wine, does not cost 
more than 150 Pts., everything included. Attendance 
at a night-club never costs more than 250 Pts. for 
two. A Spanish made pack of cigarettes costs 10 Pts. 
and cigarettes imported from the U.S.A. or England, 
costs Pts. 16, normal size, and Pts. 20, king and filter 
size. A whiskey and soda costs about 40 Pts., less ex- 
pensive than in any other country with the exception 
of Greece. A man’s suit costs 3.000 Pts., made of the 
best quality material. White lingerie, of a quality simi- 
lar to the best in other countries, is much less ex- 
pensive. And in respect to shoes, for only Pts. 350, you 
can buy a pair of luxury shoes. For gifts, beautifully 
designed fans and handkerchiefs come to cost about 
300 Pts. each. (*) 

That is not to say that Madrid is the cheapest city 
in Spain. Some are cheaper, and others, logically, more 
expensive, but the difference is not appreciable. Cata- 
luna and the North, which have the fame to be the 
most expensive areas, are usually full of French people 
who cross the frontier for the only purpose of buying 
in Spain. It is more economical for them. This influx 
of French people has made possible the opening of 
many shops in the frontier cities of Spain. 

Something which a foreigner always requests in any 
important Spanish city is the traditional Spanish “fies- 
ta”, that is the bullfight. A “corrida” is something that 
the tourist will always find every week in any of the 
two bull rings of Madrid. 

A good program for foreigners is: in the morning, 
a visit to a museum, in the afternoon, a bullfight, and 
afterwards, a visit to the typical “colmaos”, followed 
by a dinner at a good restaurant and a show, attend- 
ing a “flamenco” show, and very late in the night, the 
old Madrid streets, stopping at the multiple “hoste- 
rias”, where the walls, if they could talk, would tell 
the most important facts of Spanish history. 

To paraphrase the legend of Henry IV — “Paris 
vaut bien une messe”” — Madrid is well worth a trip! 


(*) $1.00 — 60 pesetas. 





In Madrid 


ClariMnsa 


full service 
ADVERTISING AGENCY 


established 1953 





We have the privilege of 
counting amongst our 
main clients: 


SINCE 1953 


KLM ROYAL DUTCH 
AIRLINES 


SINCE 1954 


ENTRECANALES 
Y TAVORA 


AEG IBERICA 
DE ELECTRICIDAD, S. A. 


SINCE 1955 


CIA. COCA-COLA 
DE ESPANA, S. A. 


GALERIAS PRECIADOS 


SINCE 1957 


LABORATORIOS ZELTIA 
MONTESA, AROSA 


SINCE 1960 


THE BRITISH AMERICAN 
TOBACCO Cy. 


MINNESOTA 
DE ESPANA, §. A. (3 M). 


associated | hen in Madrid visit 
members of Jus... maybe you will 
EM A sifbecome another client 


(European Market 
Advertising) with ro Mm 


members in 26 countries. 





ZURBANO, 41 - MADRID - TELS. 223 95 31 - 223 95 48/9 
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A General Survey 
of the Spanish Economy 


by Antonio Riviere 
Doctor in Economics 
President, Arco, S.A., Barcelona 


In presenting this synthesis of the development 
which lies ahead for Spain, we will make use of some 
well known ideas and systems of analysis from two 
of our famed economists, Mr. Perpifia and Mr. Pra- 
dos Arrarte. . 

Professor Perpifia’s system is called Corologia®* be- 
cause it presents the economic structure by spaces 
(Cora, is the Greek word meaning space, country, 
territory). The densest zones are called Dasicoras, 
corresponding to the ten peninsular provinces of over 
100 sq. km., grouped two by two, except Barcelona 


*Corologia: Structural and structurant theory of the Spanish 
population, Madrid (C.S.I.C.) 1954. 
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and Madrid. They are rather spectacularly equidis- 
tant from one another (about 430 kms.) and situated 
nine in the periphery and one—Madrid—in the cen- 
tre. The zones of weaker density are called Areocoras 
or thin zones of population and wealth—these are 
the rest of Spanish provinces. 

It appears that the wealth is concentrated mainly 
in the ten densest provinces or Dasicoras (159 in- 
habitants per sq. km.) which, with only 15% of the 
area, have 52% of the National Revenue. 

This concentration of income is natural, since the 
larger the population, the greater the possibilities of 
industrialization and employment. This is the reason 
for the urban attraction among the rural population, 
which occurs in Spain as elsewhere in the world. 

Notwithstanding, the population will continue to 
grow, but every time, according to Mr. Ros Gime- 
no’s logistics curve, with less acceleration and with 
a decrease in the proportion of the rural in favor of 
the urban populations, which will verge towards plac- 
ing themselves on the same level by 1975, with about 
17.5 millions of inhabitants each. 


However, if the Gross National Product increases, 
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in the most important Spanish cities. 


engineer. 
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INSTITUTO DE INVESTIGACION DE MERCADOS 


(Marketing research organization) 


The oldest Spanish marketing research organization whose fundamental 
aim is to carry out marketing research, merchandising, sales promotion and 
surveys. Its activities are fully concerned with all marketing areas. 


Its headquarters are established in Madrid, Avenida Calvo Sotelo, 16. 
It has a branch office in Barcelona, Paseo de Gracia, 69, 1°, and representatives 


Thus it can bring about any marketing or merchandising research, what- 
ever may be its extent from all points of view. 


The general manager is Mr. Eugenio Fontan Pérez, telecommunications 


The “Instituto” publishes every two months a technical issue, called 
“Mercados”, whose content is specially devoted to study marketing and mer- 
chandising problems. It enjoys of a large readership. 


Other items interesting to be quoted are its brand barometer, control of 
advertising, and periodical marketing research on media effectiveness. 
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according to the National Economy Council, from 
the estimated 2% (from 1906 to 1936), the present 
acceleration will have overcome a double rhythm; so 
that the wealth per inhabitant is going to increase 
more and more, everytime. 

In this general survey we cannot enter into details, 
but we present three highly significant tables of the 
Spanish economy and, therefore, of her market. 

First of all, the growing stages of Spanish produc- 
tion, then the increase of productivity per worker, 
and in the third place the consequent development 
of direct consumer purchasing capacity. 


(A) Formation of the Gross National Product 
by Large Sectors 





MAIN PRODUCTIVE PROJECTED INDEX OF DEVELOPMENT 


SECTORS 1954 1959 1974 1979 
Agrarian net product 134,7 1542 1806 2081 
Forestry & Fishing 120,0 1440 1728 207,4 
Industry 128,6 1963 281,6 4143 
Services 124,1 1450 171,8 191,6 
Miscellaneous 127,9 163,3 2084  263,3 
GROSS NATIONAL PRODUCT: 
at market prices 127,9 163,3 2084  263,3 





* Figures from Prof. Jesis Arrarte’s study, “The Spanish Economy within 
next 20 years’. Madrid (Ed. Sopel S.A.) 1958. 


Within four lustres, Mr. Prades Arrarte (with eval- 
uations and calculations of his own, in addition to 
those of Cultural Hispanical and Syndical Organiza- 
tions), foresees the National Product being doubled 
or even trebled; the greatest acceleration is shown by 
Industry going from 25% of the Spanish National 
Income today to 40% within 20 years. 


(B) Increase of Productivity per Worker 


Such an attractive development is due to the use 
of technical, human and investment means, already 
in course, and those foreseen even before the surveys 
that nowadays open the monetary stabilization and 
commercial liberation. The secret of development by 
which everyone is affected, is the increase of produc- 
tivity per active person. 





PRODUCTIVITY NET OUTPUT IN DOLLARS PER WORKER 
1954 1979 % 

In Agriculture 372.2 15981 + 429 
In Industry 732.2 2.0000 + 273 
In Services 1.019.1 19521 + 194 
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CID, 8. A, PUBLICIDAD 


(Publicidad Cid) 


e Full service advertising agency 
handling all phases of advertis- 
ing, both in Spain and overseas. 


© Marketing research organization. 
@ Public Relations Department. 


HEADQUARTERS: 
Barcelona, calle Caspe, 12, 1°. 


BRANCH OFFICES: 


Alicante, Castafios, 9 

Barcelona, Paseo de Gracia, 4, 3°. 
Bilbao, Elcano, 14, 1°. 

Granada, Recogidas, 24 

Madrid, Avda. Calvo Sotelo, 16 
Reus, Arrabal Sta. Ana, 54 

San Sebastian, Fuenterrabia, 5 
Sevilla, Carlos Canal, 7 
Valencia, Barcas, 2 


OTHER OFFICES: 


Huelva 
Gijon 


CAPITAL . . . 10,000,000 pesetas. 


BILLINGS — 1958 = 145,418,755.57 
“ — 1959 = 168,829,034.37 
“ — 1960 = 208,245,974.15 


Owing to the number and location of its 
branch offices, Cid S.A. Publicidad is a‘ national 
Spanish advertising agency, which reaches the 
whole Spanish market. 

Cid S.A. Publicidad is linked with leading 
foreign advertising agencies and is the Spanish 
associate member of the leading advertising in- 
ternational network Affiliated Advertising 
Agencies Network, with headquarters in Chicago. 
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Special Section. . . ... 





Therefore, it is natural that Agriculture is actual- 


ly the one of lowest productivity, and that it shows 
the biggest increase, whilst services show the smallest. 


(C) Increase of Purchasing Capacity 


Every increase in productivity carries out greatest 
fees, wages, benefits, etc. The expression of such a 
result is given to us by the following projection: 





Years Mills. pesetas Index 
1960 329.900 100 
1964 391.400 119 
1974 605.200 183 
1979 738.700 224 





This projected doubling of consumer purchasing 
power does not necessarily apply to all branches of 
activity, since an economy which is still in the de- 
velopment stage requires that large scale investments 
increase faster than consumption expenditures. 


» 





SB... . Report on Spain 





IMPORTANT FACTORS 
IN THE SPANISH ECONOMY 


The “dasicoras’—The 10 provinces of densest population, located in 
six equidistant zones. (Except for Madrid, the provinces are iden- 
tified in this graph by the names of their respective ports.) 


SAN SEBASTIAN GUIPUTCOA 
[0 208] @ 102/245) 


BUBAO VIZCAYA 


[© 206] ® 14/22] 








ta conufa 





VIGO (PONTEVEDRA 


LEGEND: 

D = Density of Population 
(inhabitants per sq.km.) 

R = Revenue: Total in billion ptas./per capita 
(1,000 ptas. per inhabitant) 


RURAL-URBAN STRUCTURANT SPATIAL DYNAMICS 
Increase of population 1900-1950, per typical spaces 














AREA AND POPULATION % Increase, 1950 over 1900 
TOTALS POPULATION 
URBAN RURAL 
1950 SPANISH ZONES Over 20 to from 
1.000 inhbt. By 50.000 50.000 20.000 
Km?. Km?. ; Zones inhbt. inhbt. inhbt. 
50 98 NORTHERN PERIPHERY 42 152 51 20 
40 87 Galicia and Asturias 34 158 33 14 
10 142 Santand., Vizcay., Guipuzcoa 72 138 170 43 
50 93 MEDITERRANEAN PERIPHERY 54 126 58 19 
25 134 Catalonia & Balear Coast 65 149 66 21 
35 89 Valencia and Murcia 41 97 53 18 
306 29 INTERIOR (without Madrid 31 127 98 19 
83 33 Duero’s basin ............(*) 26 141 125 14 
70 33 CO ES 27 145 63 3 
37 16 Divisionary provinces .._.. .(*) 0,6 — — 0,6 
8 (241) Madrid (province) (149) (193) (180) (20) 
109 34 Southern zone .. a 54 82 106 44 
7 56 ANDALUCIA 58 112 69 37 
7 109 CANARIAS 121 210 173 81 
504 56 NATIONAL AVERAGE 51 141 75 24 





* Leén, Zamora, Salamanca, Valladolid, Palencia, Burgos, Segovia, Avila. 
t Divisories of Duero, Tajo (with their affluents), Ebro’s affluents (right side) Valencian rivers (Turia, Mijares, Jucar) in the provinces of Soria, Guadalajara 
J Cuenca, Albacete, Toledo, Ciudad Real, Caceres y Badajoz. 


and Teruel. 
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+t Alava, Logrofio, Navarra, Huesca, Lérida, Zaragoza, Tarragona. 
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INTERNATIONAL 

ADVERTISING 

CONGRESS IN 
EUROPE 


International 
Advertising 
Association 


OFAIR 


Madrid 


20/22 


SEPTEMBER 


1961 


For any information 
about the program 
or attendance at the 
4th International Ad- 
vertising Congress 
organized by the 
LA.A., write to the 
Secretary at Jaco- 
metrezo 4 & 6, Ma- 
drid. Telephone: 
2218410. Cables: 
Congresiaa, Madrid. 
(Official languages: 
Spanish and English, 
simultaneous transla- 
tion.) 





talk about 


advertising...gand enjoy 





Spain 
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Madrid’s Mad Market 


A Sunday in Madrid would be incomplete without 
a visit to E] Rastro, the capital’s thieves’ market, rag 
fair, flea market and bargain basement, all rolled into 
one. 


South of the Plaza Mayor, Madrid’s mad market 
begins at the Plaza de Cascorro and continues along 
the Ribera de Curtidores, a sloping thoroughfare lined 
with hundreds of makeshift stalls topped with canvas. 


Here, every Sunday between 9 a.m. and 2:30 p.m., 
thousands of Madrilefios and visitors gather to browse, 
bargain and buy. 


Everything imaginable, from a small package of 
pins to huge wrought-iron gates, from wedding rings 
to tires, is available at this unique emporium. At first 
glance, the market may appear to contain a potpourri 
of worthless items. Closer scrutiny, however, reveals 
objets d’art, period furniture, fine paintings and an- 
tique jewelry. 


As you stroll along the stalls, the more enterprising 
street merchants and hawkers beckon you to view their 
bargains, some neatly arranged, others strewn helter- 
skelter on their stands. Stallholders who don’t believe 
in the hard sell simply sit back, bemused by the bar- 
gain seekers. 


If you find the crowd in the street too dense, you can 
continue your browsing along the sidewalks. They are 
flanked with second-hand shops and noisy tascas, or 
typical wineshops. A glass of sherry or sangria, a re- 
freshing wineade, could be in order at this point. 


Perhaps the more interesting part of the market con- 
sists of those buildings, complete with patios, which 
have been converted into a series of antique shops, 
each an adventure into the past. 


Some dealers specialize in porcelain or glass, jewel- 
ry or prints. Others carry an array of objects as diver- 
sified as those in the street. One dealer, a bullfight 
aficionado, deals almost exclusively in taurine objects 
and is somewhat reluctant to part with any of them. 


Bargaining, of course, is part of the fun of buying 
at E] Rastro. The dealers expect you to do so and are 
surprised if you don’t. Language is no great barrier. 
The international sign language of bargaining is read- 
ily understood; a frown and a smile are helpful too. 


Bargaining ceases when a nearby church clock 
strikes 2:30. Stalls are promptly dismantled. Con- 
tented buyers with their practical or decorative pur- 
chases, wrapped in newspapers or pages from a maga- 
zine, quietly disappear. 
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With the Publications 


E R C International, Inc., New York, has been ap- 
pointed U.S. Representatives for “INFORMATIONS 
INTERNATIONALES,” published jointly by Société 
d’Editions Economiques et Financiéres, Paris, and 
Verlag Hoppenstedt and Co., Darmstadt. Detailed re- 
ports on 800 principal European, American and Afri- 
can companies interested either directly or indirectly 
in the European Common Market are presented in the 
form of trilingual leaflets (French, German and Eng- 
lish). One year’s subscription $180. (Renewals $150). 


Industry Printers & Publishers, 12 Lower Chitpur 
Road, Calcutta, announce publication of the IPP 
Industrial Directory, a reference book containing a 
list of traders in India, as well as information on Ad- 


vertising and Trade Marks. ($6.00 postpaid). 
* 


ABC Europ Production, a four-language directory 
listing exporting firms in seven European countries— 
Austria, Belgium, France, Germany, Holland, Luxem- 
bourg and Switzerland—has been published by Europ 
Export Edition GmbH, Darmstadt, Germany. The 
names and addresses of 250,000 firms are listed under 
10,000 product headings. ($9.50 or equivalent, post- 
paid). 

* 

The 1961 edition of the Directory of Newspaper 
and Magazine Personnel and Data, published by 
World’s Press News Publishing Company, London, is 
off the press (Price: One guinea). Contents include: 
Newspaper and Magazine Organizations and Groups: 
National Daily and Sunday Papers and London Even- 
ing Papers: Provincial Press: National Magazines: 
News and Picture Agencies and Newsreels: BBC and 
ITV Personnel: Press Attachés: London Theatre 
Press Representatives: Specialist Correspondents: 
Agricultural, Motoring and Industrial Correspondents 
Fashion, Literary and Picture Editors: Common- 
wealth, American and other Overseas Press Represen- 
tatives in Britain: Information Services—Government 
Departments, Nationalized Industries, Social Services: 
News and Information Services: Government Inform- 
ation Services Abroad. 





It Pays 


When a product is advertised but not displayed, 
sales increase 31% ... when well displayed but not 
advertised, 47%... but when both advertised and 
displayed at point of sale, 240%! 

This appears from tests conducted by the Guild of 
Spar Grocers, according to Business Ahead, bulletin 
issued by Saward Baker & Co., London. 




















Announcing... IRON AGE 
METALWORKING INTERNATIONAL 


A NEW and completely DIFFERENT kind of publication! 
NOT just another United States business magazine extending 
its circulation into other countries, but a truly international, 
multi-lingual business publication for metalworking and metal- 


producing executives throughout the world. 
First issue: January 1962. 


EDITORIAL 


@ Objective: To provide a full inter- 
national exchange of information 
relating to new developments and tech- 
nology on metalworking processes, 
equipment and materials, as well as cov- 
erage of business and economic news. 


@ Staff: A full-time editorial staff in 
the United States and abroad will de- 
vote its entire efforts to the interna- 
tional publication, backed up by 
qualified correspondents in 18 metal- 
working centers throughout the world. 


@ Content: Editorial content and bal- 
ance will be guided by continuing sur- 
veys of informational requirements and 
preferences among key executives in 
metalworking companies in the coun- 
tries served. Full text editorial material 
will be in English, with digests in Ger- 
man, French and Spanish. 


@ Format: The new monthly publica- 
tion is uniquely suitable for effective 
presentation and convenient reference, 
from the English full-text to the Ger- 
man, French and Spanish digests. 
Square format with publication trim 
size 11 x 11%, four column makeup, 


will provide a 7 x 10 editorial page 
plus one column for a multi-lingual 
digest. This format will also accom- 
modate a 7 x 10 advertisement plus 
multi-lingual digest of the copy. New 
product items will be keyed and a 
reader service postcard provided for 
new products as well as advertising. 


THE READER 


In most cases, the reader of IRON 
AGE METALWORKING INTER- 
NATIONAL will be the chief tech- 
nical executive of the metalworking 
plant. Typically, he will be responsible 
for both engineering and production 
and will have a key role in major pur- 
chasing decisions. In larger plants, 
where work is dispersed among a 
greater number of executives, IRON 
AGE METALWORKING INTER- 
NATIONAL’s readers will be in four 
basic functions: administration, engi- 
neering, production and purchasing. 


CIRCULATION 


Over 15,000 plants covering every 
market in proportion to its immediate 
potential, including— 


The European Common Market 
The Free Trade Association 
The British Commonwealth 
Central and South America 
Japan, India, Africa 

The Near East and Asia 


Penetrates every segment of metalwork- 
ing and metal-producing, including— 
Ordnance 
Metal Furniture 
Primary Metals 
Fabricated Metal Products 
Machinery 
Transportation Equipment 
Instruments 


AND FOR ADVERTISERS 


@ Inquiry processing service: All ad- 
vertisements will be keyed — reader 
service card will be bound into IRON 
AGB METALWORKING INTER- 
NATIONAL. Instructions on reader 
service card to be printed in four 
languages: English, German, French 
and Spanish. Postage to be paid by the 
inquiring reader. 


@ Marketing information. 


@ Copy translation assistance. 


Your IRON AGE representative is ready to give you a pre- 
view, including full details and a pilot issue. Call him now. 


IRON AGE METALWORKING INTERNATIONAL - a new chilton publication - 56th & chestnut sts. + phila. 39, pa. 










































HOLLAND... 


The problems of Dutch Exports to the U.S. were 
discussed at a meeting held on June 13 at the Carlton 
Hotel in Amsterdam, jointly with the Dutch Advertis- 
ing Association. 

Mr. L. M. Reuvers, President of the Dutch Cham- 
ber of Commerce in New York, pointed out that the 
job of the Chamber is not an easy one. Dutchmen, he 
said, often have the habit of “always knowing better’. 
But they should not forget that for successful export- 
ing to a difficult market such as the U.S.A., advance 
reconnaissance is necessary. For this the Chamber of 
Commerce in The Hague and in the U.S. provide use- 
ful services. 





Chapter President J. J. Fels, opens the meeting. Behind the lectern, 
Mr. L. M. Reuvers, President of the Netherlands Chamber of Commerce 
in New York. 


Mr. Gomperts, the Secretary, considered in a little 
more detail the need of looking for adequate sales out- 
lets for our country in this age of increasing automation 
and industrialization. “Even such a difficult market 
as that of America holds out promise, provided that 
one realizes that it is not a question of dollars and 
cents, but of quality”, he urged. 

Mr. L. F. van der Zee, Secretary of the Dutch 
Chamber of Commerce for America in The Hague, 
said: “The main thing in exporting is the market it- 
self. One must realize the differences in taste, habits, 
and technique. That is why the heart of the matter 
must be sought in the Dutch businessmen.” 

After the introductory speeches a lively discussion 
took place, particularly regarding the important point 
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of adaptation of Dutch products to U.S. taste. It was 
agreed, however, that mere imitation of U.S. products 
would not solve the problem; on the contrary, in the 
highly competitive North American market foreign 
products are often sought after because of their differ- 
ent taste or design. An animated lunch concluded this 
extremely stimulating discussion. 

The conclusion to be drawn from the meeting is 
that, in the present period of prosperity, exports do not 
cause any great headaches. This state of affairs will 
not, however, last indefinitely. Export promotion, a 
long-term activity, must continue so that Holland can 
also keep its end up when competition in the world 
markets becomes more severe. In this connection the 
exports to the United States should not be overlooked. 
The Dutch Chamber of Commerce in New York does 
what it can, but Dutch industry is sometimes not keen 
enough to take the chances that the U.S. market can 
offer. Dutch Advertising Agencies can play the role 
of an important catalyst in helping to improve the 
situation. 


STOCKHOLM... 


The Swedish Chapter, recently formed to establish 
a firmer organization of IAA in Sweden, has now 
elected its first board. The election in which the Swed- 
ish members took great interest gave the following re- 








sult : 

Chairman Dr. Goran Tamm, President, 
AB Svenska Telegrambyran 

Vice Chatrman Erik Elinder, President, Wilh. 
Anderssons Annonsbyra AB 

Secretary Alf Sjobert, Sales Director, 
Reader’s Digest 

Treasurer Sven Oberg, Manager 
Advertising and PR 
Departments, AB Separator 

Social Secretary Leif Erhardt, Vice President, 
AB Gumaelius Annonsbyra 

Press Officer Ake Danielsson, Scandinavian 
Representative, Time-Life 
International 


Luncheon Programs Bertie Thelin, Advertising 
Manager, Stora 
Kopparbergs Bergslags AB 


NEW YORK... 


Mr. Bryan Houston, President, Fletcher Richards, 
Calkins and Holden, will be the speaker at the first 
fall luncheon meeting of the New York Chapter which 
will be held on September 28 at the Hotel Roosevelt. 
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Readers per copy 6.1 


Officer, Director or | 


Partner of Company 42.2 
Own Car 74.2 
Travel Outside Country: 

Business 47.0 

Vacation 71.8 
Hold Securities 73.3 
Own Room Air Conditioner 11.1 











Send for your free copy of “The Readers” 
(Newsweek Pacific or Newsweek European) 








7.5 


| 
European Pacific 
} 


50.1 
57.1 


31.5 
34.5 


68.9 
29.3 





PACIFIC 
AVERAGE 
INCOME 

$10,678 


EUROPEAN 
AVERAGE 
INCOME 
$10,989 










































..another reason why it’s good business 


to sell via Newsweek International 


You judge a magazine’s ability to help you sell your product 
or service on three counts: 1) The nature of the editorial 
content. 2) The number and location of your prospective 
buyers who read the magazine. 3) The characteristics of 


these prospective buyers. 


The highlight facts above and at the left have been taken 


from one of the most careful and exacting 





pieces of international media research 
ever made. It is apparent that the audience 
drawn to Newsweek International 
constitutes one of the most effective 
markets, in terms of caliber and 


size, you could ever seek. 


INTERNATIONAL 


EUROPEAN « PACIFIC 


A basic International advertising force 








A bilingual — Spanish 
and English — maga 
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INFLUENCES 
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The export markets deserve 
publications with a combined 


an 12,000 reach the decision makers in 
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REACH THE BUYING AND SPECIFYING 
THROUGH CAREFULLY SELECTED CIRC 
NOW AVAILA 
COMBINATIO 


PUT YOUR BEST FOOT FORWARD IN THE EXPORT MARKETS. THESE 
ARE THE GROWTH MARKETS OF THE PETROLEUM IN 
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Export sales make the difference! 
special attention. These two 


distribution of more th 


zine specifically edited 
for the interests and 
viewpoints of the 
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markets of the petroleum industries. 


Drilling — Producing 


the world-wide export 


COVERING: Exploration — 
Pipelining — Refining and Petrochemical Proce 





FOR THE EUROPEAN, 
AFRICAN, MIDDLE EAST 


Focused on 
the problems and 
techniques of their 


the Eastern Hemi- 
operations. 


and technical men of 


sphere. 


ADVERTISER 


The Petroleum Publishing Company, P. O. Box 


AND PACIFIC MARKETS 





‘‘We at Pringle Advertising have conceived this, not as a mere 
advertising campaign, but as a crusade!” 


Courtesy, Rank Screen Service 








Bits and 


PiEces... 


e Kenneth A. Silver has been 
named vice president of Alexander 
International, a division of Alex- 
ander Film Co., marketing organi- 
zation specializing in the film me- 
dium. Ken had joined the Com- 
pany in 1957, handling sales and 
services, and was_ subsequently 
made manager of the New York 


office. 
* 


e@ Ruel Smith has retired as asso- 
ciate advertising director of Time 
Iniernational Editions on the occa- 
sion of his 30th anniversary with 
Time Inc. He will continue, how- 
ever, as sales and promotion con- 
sultant for Time International. 
Smith joined the advertising sales 
staff of Time in 1931 and for 15 
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years principally covered the Wall 
Street beat. 


“Free Enterprise—Key to So- 
cial Progress and Preservation of 
Freedom” is the theme of the 48th 
National Foreign Trade Conven- 
tion which will be held in New 
York, N.Y. on October 30, 31 and 
November 1, 1961. 


e@ De Garmo Inc., New York, has 
entered into an affiliation with 
Gnomi Advertising Agency, Ath- 
ens, Greece. Gnomi, whose name 
in Greek means “Opinion,” serves 
some 40 European-based clients 
marketing consumer and industrial 
products and services on the Con- 


tinent. 
* 


e The Australian Association of 
Advertising Agencies’ Sydney ad- 
dress has been changed to: Fifth 
Floor, Collins House — 33 York 
Street, Sydney. 
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Around the world, the same standard of excellence you have learned to expect from IBM IBM: 
286 branch offices, 18 manufacturing plants, more than 37,000 employees in 93 countries 


1BM WORLD TRADE CORPORATION 














3. Dealer Enthusiasm — 


Mmo;re 





sales in the Common Market 


the point-of-sale, when they can read 5, What About Production Prob- 


.The Right Audience —11,766,000 
people in the Common Market coun- 
tries read the Digest each month. This 
is several times the audience of the next 
three leading international magazines. 
And more than half the Digest readers 
are in the top two income groups. They 
are top-quality buyers, in business and 
at home. 


2. Talk Their Languages —Only the 
Digest is published in all Common Mar- 
ket languages: German, French, Ital- 
ian and Dutch. Germans think of Das 
Beste aus Reader’s Digest as their own 
magazine; Frenchmen, Belgians, Ital- 
ians and Dutch feel the same about 
their editions. 


Salesmen, 


wholesalers, retailers can help a cam- 
paign more when they know about it 
in advance, when they tie in with it at 





it themselves. Only Reader’s Digest can 
publish advertising in the four Com- 
mon Market languages and back it 
with effective merchandising. 


. Lowest Possible Cost — Reader’s 


Digest Common Market editions cost 
only a fraction as much per thousand as 
the next international magazine. Even a 
combination of the leading national 
magazines in each country cannot 
match the Digest’s economy! 











4-Color 
B&W Page Cost Page Cost 
Magazine & Cost per M & Cost per M 
READER’S DIGEST $6,615 2.32 $9,040 3.17 
Next leading inter- 
national magazine $4,295 11.77 $6,315 17.30 





Combination of 
leading national 
magazines in 
Common Market 
Countries 


$15,756 3.77 $23,294 5.57 


lems? — It’s easy to put an advertise- 
ment in Reader’s Digest throughout 
the Common Market: 


@ Write one ad — in English @ The 
Digest will translate it, free, into Ger- 
man, French, Italian and Dutch @ 
Supply original artwork @ Digest will 
prepare necessary material — even in 
full color. @ Send only one insertion 
order — to a Digest office in the U. S. 
or overseas @ Pay in dollars or local 
currency in Europe. 





People have faith in 


eaders 


Digest 














Largest magazine circulation in the world. Over 21,000,000 bought monthly 
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A STUDY PREPARED BY 
THE RESEARCH COMMITEE 
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INTERNATIONAL ADVERTISING ASSOCIATION 


HOTEL ROOSEVELT e MADISON AVENUE & 45TH STREET e NEW YORK CITY 
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INTRODUCTION 


This is the second annual study of international advertising expenditures executed for the Research Committee 
of the International Advertising Association by the Foundation for the Advancement of International Business 
Administration under the direction of Dr. John Fayerweather, FAIBA Executive Director. 


Working under Research Committee guidelines, FAIBA activities were concentrated on the gathering and correla- 
tion of data compiled by organizations in the countries covered. No independent original research was undertaken, 


Substantial progress was made this year in obtaining more and higher quality data. Of the 19 countries covered last 
year only 3(Argentina, Brazil and Iran) did not provide new data. On the other hand, suitable statistics were found 
for 9 countries not previously covered (Greece, Ireland, Israel, Lebanon, Netherlands, Peru, Portugal, Spain and 
Switzerland). The new data from several countries showed notable improvement either in coverage or in the accu- 


racy of the methods of compilation compared to that of the previous year. 


Emphasis was placed this year on finding data shown by industry categories. Such data were obtained for 5 
countries (Australia, Canada, Germany, Norway and Sweden) in addition to the 3 reported last year (France, Japan 
and the United States of America). 


Efforts made to find data for additional countries included specific encouragement to IAA members and others to 
initiate studies of advertising expenditures. In a few instances this encouragement has resulted in tangible 
results but on the whole the progress is slow, especially in most of Latin America. 


The data have been fitted into the classification framework recommended by the International Chamber of Com- 
merce. The original material, however, varies with regard to the breadth of the media covered and the handling of 
production costs; such instances are discussed in footnotes to the country-by-country tables. A figure for total 
advertising expenditures for a country and the percentages by media are given only where it appears that substan- 
tially all of the various media have been reported. It should be noted that to the extent that data for certain media 
are not reported the percentages for all countries are to varying degrees distorted. National Income data were 
obtained from the publications of the International Monetary Fund and the United Nations. 


Data for advertising expenditures by industry groups have been rearranged slightly so as to make them somewhat 
more comparable, but otherwise they are presented substantially as received. No effort has been made tocombine 
industry categories because we observe that the maximum detail of breakdown is the most useful form for such 
data, there being notable differences in media distribution even for relatively similar products (e.g. patent remedies 


and internal correctives in Australian data). 


Persons using the data which follow must take into account that virtually all of them are the result of generous 
voluntary cooperation by persons and organizations around the world. Under the circumstances, it was not possible 
to press our sources for more complete reports. In future years, as more sophisticated data become available, 
greater detail will be incorporated into succeeding issues of this report. 


We are indebted to the people listed in the footnotes who have supplied data for their countries. In addition, we 
wish to note our appreciation to Mrs. D. J. Webster of INTAM and Ilmar Roostal of Contimart for their special 
assistance, Mrs. Webster turned over to us a substantial body of data collected by INTAM which resulted in the 
addition of four new countries to our study and improved data on others. Mr. Roostal, as the European member of 
the committee, assisted substantially in obtaining new and better data on several European countries. 


The IAA Research Committee 


Monroe L. Mendelsohn, Chairman 


Gerald Broidy Alberta Roon Edwards 
Harry Q. M. Clawson John Fayerweather 
Robert Coen Clyde D. Marlatt, Jr. 
J. C. Constable Iimar Roostal 

Edwin David Lubertus Smilde 


J. K. Van Denburg, Jr. 














MEDIA CLASSIFICATIONS 
ittee 
iness Most of the International Chamber of Commerce classifications of media used in this report are obvious. The 
following notes are intended only to answer the chief questions readers may have about them. Full definitions 
will be found in ICC Brochure #195, Promotion of Advertising Expenditure Surveys by Class of Media on an 
rela Internationally Comparable Basis. 
aken, 
I. Press. Includes ‘‘controlled circulation’’ publications, i.e. those sent out by their publishers, without charge to 
last readers, to a verifiable list of specially selected people. This section also includes classified 
found advertising. 
n and 
Cee Ila. Transportation. All posters, placards, carcards, etc. placed through a transportation authority or company. 
IIb. All other posters and billboards. 
for 5 
japan IIc. All paid-for signs (electric or otherwise) including subsidized signs outside shops. Does not include adver- 
tising inside retail stores, nor non-subsidized signs outside shops. 
rs to Illa. Cinema. Does not include short extracts from forthcoming programs. 
igible 
IV & V. Costs of radio or TV directed to one country are considered part of that country’s advertising even though 
the transmitting station may be located in another country. 
Com- 
ing of VI. Direct. Includes house organs, leaflets, catalogues, calendars, brochures, sales-letters, etc, delivered by 
total mail or by hand, handed over the counter in retail shops, or packed with goods. Also includes pub- 
pstan- lications paid for entirely by advertising and delivered from door to door (by mail or direct), or 
media distributed free in stores or other places but not ‘‘controlled circulation’’ publications (included 
were in Press). 
VII. Exhibitions. Includes demonstrations, information centers, etc. 
>what 
mbine VIII. Display and Point of Sale. Includes the cost of dealer aids, special material prepared by manufacturers and 
> such retailers for window and interior displays, together with the costs of electricity 
edies consumed by such material and staff employed in its construction and mainte- 
nance. Also includes signs outside retail shops which are non-subsidized and 
real estate agent’s boards. Costs involved in the normal display of goods in 
1erous retail business are not included. 
ssible 
lable, IX. Promotion Schemes. Includes distribution of free samples, gift and premium offers, coupon schemes, compe- 
titions and contests. Costs of publicizing such operations by advertising in media are 
included under those media. 
mn, we 
pecial X. Reference Publications. Includes street and telephone directories, railway time-tables, yearbooks, and theatre 
in the * programs. 
ber of 
XI. Research. Includes media audience studies, attention value studies, copy testing and other forms of research 
designed to measure the effectiveness of advertising. Does not include market research. 
XIII. Overhead. Costs of advertisers’ own advertising departments, and special fees paid toadvertising agencies 
and consultants. Ordinary agency commissions are included in the media to which they relate. 
uid 











ARGENTINA 
1959 * 


MILLIONS OF ARGENTINE PESOS PERCENTAGE 





I. Press: 
EF 34.0% 
b. Consumer Magazines 
tebe tal tone, ieidiideen uate 11.2 
Re co occsecceccnerenececees 


REG tits veahirdehesaistsselfesuseccopsnensecinstsce Mi 45.2 
RE, 9.6 
Oe rae in ancanicncpimimeent, ee 3.2 
5 ERE 20.6 
Te 10.7 


VI. DiKOCE? oo eeecseseseeensnnnnneseee MNCL in Mise. XI 


5 ERS PT a ” 
VIII. Display & Point of Sale: ......c.ccccc ” 
IX. Promotional Schemes: . ” ” 
X. Reference Publications: —— ” 


” ” 


XI. Advertising Research: ..............ccccccee 
i: III sc seccnspteniahasnthtepiiamenpishevenimegreenss’: ame 10.7 
XII]. Overhead Costs: ........:cccccccceeeeeeseeeeee, Incl, in Mise. XI 
ET 100.0 
IED ‘sithicisicrvcsinsindennicbasinysionesiee 486,800 
Adv. as percent of NI ................. 0.98% 
Source: Publicidad Tan, Esmeralda 135, Buenos Aires, Argentina (Ricardo De Luca). 
Notes: * All items include production costs. 
Basis: The data are estimates prepared by the statistical and research department of Publicidad Tan on the 


basis of data obtained in personal interviews from various media. A sampling of actual expenditure data 
was obtained in this manner from which estimates of total expenditures were projected. 











ta 








Il. 


Ill. 


IV. 


VI. 


VII. 


Vill. 


IX, 


XI. 


XII. 


XI. 


AUSTRALIA 


MILLIONS OF AUSTRALIAN 











POUNDS * 

Press 1959 1960 
eR LE SE Fer ae, OPE 45.8 54.1 
b. Consumer Magazines. ............cccssessesecenseesssees 6.5 5.0 
i I ye II. covciscnerencenitnintcicrvmntemriomacen 2.0 7.5 
I Bi vcciscniticcsictennepilitianiagidimapensati 8.2 (incl. in a-c) 

NRE SET, Ga oe OS a ae RO 62.5 66.6 
Outdoor & Transp.: 
Sie TN ada edas tac citreesanccncesccsnttinennssennoebenes 3.0 
Be, TR ee isc dontcdesenincseccl Rrcactincens manasa 1.5 
IE a Pt eevee ne 2.0 
Os TIS BESS. cciccmescin creel dtm eatin 2.5 

NIE so oixcsesseccasnemisncincelaenenasic aa aaa 9.0 11.0 
IE I at pansies can soesvadaipatecmiaetDidacsentnsoencnn 4.0 4.0 
RE eee ee PON ER SL. as SMP Oe 9.0 10.0 
IER 23-235 costae comcahceusicnpsacaneooumnenekinanes 10.0 13.8 
BP SALee LO RS he EER oe ES 1.5 15.0 
I IS... cscvinunaptoadetehtatinibieviaunidietsion NOT AVAILABLE 
Diaplay & Point of Sale? .........0..0.sccsrsesceesceoseees 10.0 NOT AVAILABLE 
Pa RINE gcse enthicinccdietiocarcccriiess 8.0** NOT AVAILABLE 
Reference Publications: ............:00seeeeees NOT AVAILABLE 3.0 
BVOC MIE TBO OMIONE ooo. +5s.00c00scesseccssscsesnsdnssessonee NOT AVAILABLE 
INE ieccecasenacccrocicsrstcesundereonbsDabitoneonecnses NOT AVAILABLE 
I NE iv ssveccicstsshs sch ocacccteieerccensehsseiesions NOT AVAILABLE 
ices carethcsenviidimemgleleilemenipemnsiainiaian 114.0 excl. 123.4 excl. 

VII & X-XIII VIII, IX & XI-XIIlI 

EE tT ER LE TAP 4,950 5,368 
Rptd. Adv. as percent of NI........:.cccsesssecessnsesesees 2.3% 2.3% 


Source: 1959 — George Patterson Pty. Ltd, Melbourne, (R.R. Walker). 


1960 — Australian Association of Advertising Agencies, Sydney (Bernard Holt) 














PERCENTAGE 
1959 1960 
40.2% 43.9% 

5.7 4.1 
1.7 6.1 
7.2 
54.8 54.1 
2.6 
1.3 
1.8 
2.2 
7.9 9.0 
3.5 3.1 
7.9 8.1 
8.8 11.2 
1.3 12.1 
8.8 “ 
7.0 re 
mi 2.4 
100% 100% 








Notes: *All items include estimates of production costs. 


George Patterson Ltd. 


AMOUNTS IN THOUSANDS OF POUNDS 


CLASS NEWSPAPERS 
NO. * PRODUCT GROUP DAILIES SUNDAYS WOMEN’S 
1&2 Foodstuffs ei 182.9 812.9 
15.7% 3.8% 17.1% 

3 Liquor 512.5 44.4 47.7 
52.5% 4.5% 4.9% 

d Smoking Accessories 341.5 84.9 70.1 
23.9% 5.9% 4.9% 

5 Women’s Toiletries 287.3 48.4 651.3 
19.9% 3.4% 45.3% 

5 Toilet Soaps ‘ 43,4 0.8 92.9 
4.0% 0.2% 28.6% 

5 Dental 15.0 5.9 67.1 
4.4% 1.7% 19.6% 

6 Patent Remedies 203.1 92.8 104.7 
34.5% 15.8% 17.8% 

6 Internal Correctives 28.5 16.6 14.6 
11.8% 6.9% 6.1% 

6 Tonics 57.2 26.3 15.0 
36.2% 16.7% 9.5% 

6 Tonic Foods 18.5 9.4 54.4 
9.1% 4.6% 26.8% 

6 Ointments 14.5 6.0 10.5 
29.5% 12.2% 21.7% 





_ 





Distribution by Media by Product Group for 1960 


AZ 


GEN, CONS, 


49.7 
1.0% 


25.5 
2.6% 


52.1 
3.6% 


21.5 
1.5% 


4.0 
1.2% 


5.5 
1.6% 


25.0 
4.3% 


3.3 
1.4% 


4.7 
3.0% 


2.5 


1.2%. 


0.7 
1.4% 


TELEVISION 


2,979.0 
62.4% 


346.6 
35.5% 


889.1 
61.7% 


430.1 
29.9% 


213.0 
66.0% 


248.1 
72.7% 


161.8 
27.6% 


177.8 
73.8% 


54.7 
34.6% 


118.5 
58.3% 


17.3 
35.2% 









































**The Patterson report also contains a figure of 7 million for salesmen and dealer aids, leaflets, brochures, 
and public relations material which is excluded as it does not fall in the ICC definition of advertising. 


Basis: 1959 — Press data are computed in large part from known space counts and are considered quite accurate. 
Radio and TV are adjusted from known media reports and are also quite accurate. Other data are 
generally rough estimates supported by data from industry leaders and major advertisers. 


1960 — National newspapers, consumer magazines and TV — media audits by Bruce Tart Research Service; 
Country newspapers — estimates in collaboration with the Australian Provincial Press Association; 
Trade Papers — estimates by Lintas Pty., Ltd.; Radio — based on Broadcasting Control Board 
reports; Direct mail — estimates by Brian Garvey & Associates with the cooperation of the Super- 
intendent of Mails and printing firms; Others — projections of 1959 data in collaboration with 


TOTAL 


4,775.8 
100% 


976.7 
100% 


1,437.7 
100% 


1,438.6 
100% 


323.8 
100% 


341.6 
100% 


587.4 
100% 


240.8 
100% 


157.9 
100% 


203.3 
100% 


49.0 
100% 


CONTINUED 














TOTAL 


175.8 
100% 


976.7 
100% 


137.7 
[00% 


138.6 
100% 


323.8 
100% 


341.6 
100% 


587.4 
100% 


240.8 
100% 


157.9 
100% 


203.3 
100% 


49.0 
100% 





CLASS 


NO.* 
—— 


6 


11 


12 


12 


12 


13 


15 


16 


17 


18 


18 


18 


23 


PRODUCT GROUP 


Coughs & Colds 


Aspirin Types 


Drapers Supply & 
Manufacturers 


Men’s Wear & Accessories 


Motor Cycles & Bicycles 


Cars & Trucks 


Car Accessories 


Tires 


Gasoline & Oil 


Household Cleaners 


Household Equipment 


& Furnishings 


Radio and TV 


Electrical Equipment 


Gas Accessories 


Refrigeration 


Travel & Tours 


25 & 26 Finance & Insurance 


31 


Government Advertising 


NEWSPAPERS 


DAILIES 


91.4 
25.3% 


53.0 
24.7% 


862.4 
45.8% 


694.3 
45.0% 


40.5 
66.3% 


1,519.5 
72.6% 


168.8 
66.4% 


364.3 
92.3% 


418.0 
29.8% 


124.6 
10.6% 


524.3 
34.0% 


703.0 
79.8% 


867.1 
41.7% 


108.5 
53.7% 


404.2 
64.5% 


803.4 
75.9% 


2,085.0 
67.6% 


782.1 
92.8% 









SUNDAY 


7.3 
2.0% 


13.2 
6.2% 


137.7 
7.3% 


108.4 
7.0% 


13.3 
21.7% 


248.1 
11.8% 
23.8 

9.3% 


8.2 
2.1% 


42.0 
3.0% 


12.8 
1.1% 


100.6 
6.9% 


75.2 
8.5% 


169.6 
8.1% 


11.6 
5.8% 


51.9 
8.3% 


51.3 
4.9% 


575.3 
18.7% 


35.4 
4.2% 


35.3 
9.8% 


20.1 
9.4% 


537.1 
28.4% 


84.6 
5.5% 


37.3 
1.8% 


27.4 
1.9% 


197.4 
16.7% 


300.6 
19.8% 


30.3 
3.4% 


290.1 
14.0% 


33.2 
16.4% 


68.0 
10.8% 


54.6 
5.2% 


26.0 
0.8% 


MAGAZINES 
GEN, CONS. 


WOMEN'S 


1,2 
0.3% 


0.1 
0.1% 


33.3 
1.7% 


54.3 
3.5% 


0.3 
0.5% 


49.6 
2.4% 


22.7 
8.9% 


21.0 
5.3% 


28.6 
2.0% 


2.3 
0.2% 


51.0 
3.3% 


13.0 
1.5% 


50.4 
2.4% 


8.8 
4.4% 


6.9 
1.1% 


21.6 
2.0% 


TELEVISION 


227.4 
62.6% 


128.0 
59.6% 


318.6 
16.8% 


599.3 
39.0% 


7.0 
11.5% 


239.4 
11.4% 


39.3 
15.4% 


1.3 
0.3% 

890.6 
63.3% 


843.0 
71.4% 


556.2 
36.0% 


60.1 
6.8% 


701.0 
33.8% 


39.8 
19.7% 


96.1 
15.3% 


126.4 
12.0% 


353.1 
11.5% 


24.2 
2.9% 


CONTINUED 





TOTAL 


362.6 
100% 


214.4 
100% 


1,889.2 
100% 


1,540.8 
100% 


61.1 
100% 


2,093.9 
100% 


254.5 
100% 


394.8 
100% 


1,406.6 
100% 


1,180.1 
100% 


1,532.7 
100% 


881.6 
100% 


2,078.2 
100% 


202.0 
100% 


627.1 
100% 


1,057.3 
100% 


3,081.2 
100% 


842.7 
100% 





AEE EE IIE RIL Io OEE TS 


as 


TER RIM tye 


GROUP 
PRODUCT GROUP 





32 Building Materials 


32 Paints & Accessories 


33 Office Equipment 


Sundries 


Total 


Source & Basis: Same as above. 


NEWSPAP 
DAILIES SUNDAYS 
655.2 180.6 
52.6% 14.5% 
394.0 41.6 
50.5% 5.3% 
107.2 2.8 
80.0% 2.1% 
1,638.2 538.9 
46.3% 15.3% 
15,651.6 2,968.0 
43.5% 8.3% 


MAGAZINES 











WOMEN’S GEN. CONS. TELEVISION 
116.4 126.8 166.0 
9.4% 10.2% 13.3% 
49.6 22.2 272.4 
6.4% 2.8% 35.0% 
4.9 12.8 6.2 
3.7% 9.6% 4.6% 
116.6 194.0 1,043.0 
3.3% 5.5% 29.6% 
3,970.6 958.2 12,374.2 
11.1% 2.7% 34.4% 


Notes: *Correspond to numbers of comparable groups listed for other countries. 


TOTAL 
1,245.0 
100% 


779.8 
100% 


133,9 
100% 


3,530,7 
100% 





35,922.6 
100% 








AUSTRIA 
MILLIONS OF AUSTRIAN SCHILLINGS® 
1959. 1960 
ES SAE hs | a RN 600 
EE OE LETT 200 
I ltl ii snsscnsetactitaialalibncaeceenceaeltl 200 300 
Be OY  corheirtsaccigateth cna tecraconbaldacctnnervwsinniciins 70 130 
Os I ai nse shcaseonictadeens ncaibieniiednnisniiiate 50 70 
National Income ooo. cscssssssssssssseeseee 207,500 = NOT AVAILABLE 
Source: Internationale Werbegesellschaft, m.b.h., Vienna 1, Austria (Fred Ungart) 
Notes: * Production costs are not included in any items. 
Basis: ‘*Mainly reconstructed from official data on advertising taxes’’. 












































BELGIUM 
TOTAL 
MILLIONS OF BELGIAN FRANCS * PERCENTAGE 
a 1949 1954 1957 1959 1960 1949 1954 1959 1960 
779,8 I. Press: 
100% fi IIE cite teadsinedignsoinienons 450 700 1,100 1,200 30.5% 29.8% 34.4% 34.8% 
b. Consumer Magazines 
- c. Trade & Tech. Mag. f°" 125 200 550 600 8.5 8.5 17.2 17.5 
a d.. Production costs (Incl. in a-c) {Urea > 
30.7 NE inswitetisciliapelinipitananies 575 900 1,650 1,800 39.0 38.3 51.6 52.3 
00% 
a OE rind By TIRE censececccccecseccsescnesoes 75 250 150** 140** 5.1 10.6 4.7 4.1 
122.6 p 
00% CO ONS a a Ors ee ewe 200 200 6.2 5.8 
| 75 150 5.1 6.4 
eS SAO 2 2S alate ealacncs 3 50 1.6 1.5 
DP NOE Sibsicicctisccnaictacsaboce NONE 
IN 15a. sinstciienideaipataiabehieinoindiats 200 250 600 700 13.5 10.6 18.8 20.3 
DE, BO, GIO. Sesser nce cevistsensticnvesions 200***  300*** 200 200 13.5 12.8 6.2 5.8 
VIII. Display & Point of Sale: .............. 150 150 200 200 10.2 6.4 6.2 5.8 
IX. Promotional Schemes: ......./.......00++ 100 200 NOT AVAIL. 6.8 8.5 
X. Reference Publications: ..............+. NOT AVAILABLE 7 = 
XI, Advertising Research: ............0+++: oi ge ? 7” 
KEL. Mincallaneoeas «........0000..00ccsesseseerees of i 150 150 4.7 4.4 
Rill, Overhiand Coates . .....0:0<s..0ssesssesesessss 100 150 NOT AVAIL. 6.8 6.4 
i rccesiieccconhasiontncoiewieailiial 1,475 2,350 2,900 3,200 3,440 100 100 100 100 
National Income ................c0ccesee0 265,000 348,900 377,100 385,000 NA 

Rptd. Adv. as percent of NI ...........:00008 0.56% 0.67% 0.77% 0.83% 

Sources: 1949 and 1954, Professor F. Baudhuin, Louvain University, national income studies; 1957 total, Prof. Baudhuin 

estimates; 1959 and 1960, Bodden & Dechy, Brussels, (Pierre Boisacq). 

Notes: * Production costs included in all items. 

** Decline due to new legislation restricting advertising along roads. 
*** Bodden & Dechy believe that Prof. Baudhuin’s data for VII are too high. 

Basis: Prof. Baudhuin’s data are an outgrowth of his annual estimates of national income. The bases of his data are not 
known but the total estimates of NI are regarded as quite accurate in Belgium. The Bodden and Dechy data are 
projections of Prdf. Baudhuin’s figures adjusted by Mr. Boisacq who, as Secretary General of the Union Belge 
des Annonceurs, has had the assistance of members of the association. Radio, cinema and poster data have been 
checked by full reports from concessionaires and other data are believed quite accurate. 
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Il. 


Ill. 


IV. 


VI. 


VII. 


VII. 


IX. 


XI. 


XII. 


XIII. 


Rptd. 


Source: 


Notes: 


Basis: 


BRAZIL 











MILLIONS OF CRUZEIROS* PERCENTAGE ~ 
1958 1959 1958 1959 
Press: 
a, Newspapers................ 5,082 7,805 36% 38% 
se see aiceas mers 1,645 2,405 12 12 
d. Production costs. ... NOT AVAILABLE 
Total 
Outdoor & Transp: _..............._ 1,336 1,705 8 8 
NE co cicsclistesbpisinnisdennaiencoe 
ste et ee RR Te 2,378 3,186 16 16 
OI i site 1,005 1,220 7 6 
ECON RNIN: 3,700 19 18 
Exhibitions, otc.: ..—sssi‘ici(a# NOT AVAILABLE 
Display & Point of Sale: - “i 
Promotional Schemes: ..__............ 330 450 2 2 
Reference Publications: ...... NOT AVAILABLE 
Advertising Research: ........”” “i 
Miscellaneous: Loudspeakers 35 45 oe oe 
Overhead Costs: ._ssasdi(i(t#yt NOT AVAILABLE 
as. ae 20,516 100 100 
; (Excl Prod costs & VII, VIII, X, XI, & XIII) 
National Income .................. 1,029,700 1,460,900 
Adv. as percent of NI ...........00...... 1.1% 1.4% 


Anuario de Publicidade, February, 1960, pp4-8. Assistance in obtaining Brazilian data was given by 
Inter-Americana de Publicidade, Rio de Janeiro, Brazil (Armando d’Almeida) and Companhia de Incre- 
mento de Negocios, Sao Paulo (Samuel Vilmar), 


*Production costs are not included in any item. 


The data for newspapers, magazines, radio and TV for Rio de Janeiro and Sao Paulo are chiefly based 
upon actual billings which must be officially published by law. Outdoor data were obtained from com- 
panies providing billboards, etc. Estimates for expenditures in other cities (composing about 30% of 
the total) were estimated from various billing, network, population and other information and are consi- 
dered very rough. Direct mail was based on replies to a questionnaire sent to all clients of advertising 
agencies and a sample of about 100 firms engaged in raw material manufacture. These data are also 
considered imprecise. 


~~ 















































CANADA 
MILLIONS OF CANADIAN DOLLARS PERCENTAGE 
1956 1958 1959 1960 1956 1958 1959 1960 
I. Press: 
is IOI siniersccccietscicerterees 176.4 188.3 203.6 211.2 39.6% 38.0% 37.9% 37.3% 
b. Consumer Magazines .......... 20.7 20.7 21.6 23.0 4.7 4.2 4.0 4.1 
c. Trade & Tech. Mag. ............ 27.0 29.7 31.9 32.9 6.1 6.0 6.0 5.8 
d. Production costs................+. NOT AVAILABLE 
TN cccciiccinctiiepatatnaaitiites 224.1 238.7 257.1 267.1 50.4 48.2 47.9 47.2 
Il. Outdoor & Transp. }..........:..0000++ 19.6 23.1 25.1 26.5 4.4 4.7 4.7 4.7 
CIS SRE a Negligible 
NE SID: << ncidesisincalfichiebeabbsnadeibiiie 34.1 40.9 46.2 52.2 7.7 8.3 8.6 9.2 
**Production costs (not incl.) (2.0) (1.9) (2.0) (2.0) 
***Gov’t grants (not incl.) (12.6) (15.0) (15.0) (16.0) 
A I iid, sis sciinriareliiaepione 20.4 27.4 33.5 37.2 4.6 5.5 6.3 6.5 
**Production costs (not incl.) (5.7) (10.4) (11.5) (12.6) 
***Gov’t grants (not incl.) (24.6) (39.1) (37.1) ($5.7) 
Be iia tans chickidetnadadinionsepedunnbnis 91.4 98.7 102.0 106.0 20.6 19.9 19.0 18.7 
VEE. ExBibstiatam, GbC. F ococccecscesee0.c00s. NOT AVAILABLE 
VIII. Display & Point of Sale............ 4 si 
IX. Promotional Schemes: «............. ” 4 
X. Reference Publications: .......... 16.0 22.3 25.9 28.1 3.6 4.5 4.8 5.0 
XI. Advertising Research: .............. NOT AVAILABLE 
XII. Miscellaneous: 
Advertising Ag. Comm......... 30.5 35.3 37.7 39.8 6.9 7.0 7.0 7.0 
Imported Materials ****........ 7.9 8.7 9.0 9.4 1.8 1.9 1.7 1.7 
XII. Overhead Cost .........::cscsseseessees NOT AVAILABLE 
, | TREN nd 440.0 495.1 536.5 566.3 100 100 100 100 
(Excl. Prod. Costs & VII-IX, XI & XIII) 
National Income ...............0.e0ess 23,120 24,700 26,230 
Adv. as percent of NI............00+ 1.9% 2.0% 2.04% 
Source: Maclean-Hunter Research Department (A. A. Duane). 
Notes: *Data are net advertising revenue of media, not expenditures of advertisers. Production costs are 


not included in any item. 
**Artists and other talent fees, production, time and recording charges billed by stations to sponsors 
and paid out. Excluded from media figures. 
***Parliamentary grants to Canadian Broadcasting Company. 
****Chiefly printed circulars, catalogues, etc. and advertising mats. 


Basis: Figures for 1956-1959 are from official Dominion Bureau of Statistics reports based upon data collected 
from industry. The 1960 data are projections developed by Maclean-Hunter from various known reports 
of billings, etc. 
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Distribution of Expenditures by National Advertisers by 
Media and Product Group* 


AMOUNTS IN THOUSANDS OF CANADIAN DOLLARS 














CLASS MAGAZINES 
NO.** PRODUCT GROUP YEAR NEWSPAPERS CONSUMER FARM RADIO*** TELEVISION*** TOTAL 
1 Foods & Food 1959 = 12,745.2 2,329.4 650.6 
_ Products 1960 13,507.6 2,930.3 609.7 
2nd H 1960 5,797.7 1,322.6 279.1 2,613.8 4,928.5 14,941,7 
ieee 38.7% 8.9% 1.9% 17.5% 33.0% 100% 
2 Confectionery 1959 2,072.8 453.3 13.0 
& Soft Drinks 1960 2,031.7 502.1 18.4 
2nd H 1960 833.4 202.8 5.0 1,080.8 731.0 2,853.0 
es ae 29.2% 7.1% 0.2% 37.8% 25.7% 100% 
3 Brewers & 1959 3,530.3 4,202.6 58.2 
Distillers 1960 4,860.0 3,636.0 59.3 
2nd H 1960 2,527.2 1,820.2 26.8 106.8 930.4 5,411.4 
phic ( hintes ® 46.6% 33.7% 0.5% 2.0% 17.2% 100% 
4 Smoking Supplies 1959 2,236.6 304.3 70.8 
1960 2,564.1 236.6 72.7 
2nd H 1960 1,534.5 137.8 44.4 672.1 823.6 3,212.4 
i ieientah Cash 47.8% 4.3% 1.4% 20.9% 25.6% 100% 
5&6 Drugs & Toilet 1959 6,236.0 1,846.8 353.1 
Goods 1960 5,923.4 2,299.3 288.2 
2nd H 1960 2,515.9 958.0 124.8 1,467.4 4,335.9 9,402.0 
ee 26.7% 10.2% 1.3% 15.6% 46.2% 100% 
7 Apparel 1959 3,345.5 832.3 92.1 
1960 3,165.5 857.2 79.5 
2nd H 1960 1,664.1 452.0 56.2 68.6 223.9 2,464.8 
a 67.5% 18.3% 2.3% 2.8% 9.1% 100% 
8 Jewelry, Silverware 1959 209.0 347.1 3.9 
& China 1960 231.8 379.1 7.1 
2nd H 1960 166.6 234.1 7.1 35.8 19.9 463.5 
wing Sie 35.9% 50.6% 1.5% 7.7% 4.3% 100% 
10 Sporting Goods 1959 1,058.2 280.5 11.9 
& Toys 1960 971.2 334.7 12.8 
2nd H 1960 214.0 126.8 10.0 24.1 317.9 692.8 
Sn eI as 30.9% 18.3% 1.4% 3.5% 45.9% 100% 
12 Automotive 1959 = 12, 985.8 1,783.5 640.5 
1960 14,475.4 1,627.6 568.4 
2nd H 1960 5,328.2 680.2 73.4 1,292.4 1,943.2 9,317.4 
eee 57.2% 7.3% 0.8% 13.9% 20.8% 100% 
14 Periodicals & 1959 1,262.0 274.1 39.7 
Publishers 1960 1,024.1 261.5 $3.7 
2nd H 1960 440.1 135.0 21.5 99.7 113.3 809.6 
lpia tte a 54.3% 16.7% 2.7% 12.3% 14.0% 100% 
15 Laundry Soaps & 1959 1,783.2 466.8 114.7 
Supplies 1960 1,471.6 385.7 119.7 
2nd H 1960 568.7 172.8 45.9 519.7 2,997.2 4,304.3 
ites ete 13.2% 4.0% 1.1% 12.1% 69.6% 100% 
16 Home Furnishings 1959 1,833.5 819.7 47.7 
1960 1,671.1 801.5 61.5 
2nd H 1960 969.5 477.0 43.3 30.6 80.8 1,601.2 
Gott ca 60.6% 29.8% 2.7% 1.9% 5.0% 100% 
17 & 18 Household 1959 1,671.4 461.3 171.4 
Appliances 1960 1,514.9 486.7 105.9 
2nd H 1960 622.1 253.9 43.3 52.2 277.3 1,248.8 
ee 49.8% 20.3% 3.5% 4.2% 22.2% 100% 
19& 20 Garden & Pet 1959 890.5 113.2 208.2 
Supplies 1960 960.8 127.6 263.8 
2nd H 1960 287.7 53.2 21.7 122.9 229.5 715.0 
es ier 40.3% 7.4% 3.0% 17.2% 32.1% 100% 
CONTINUED 
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Marketing, Maclean-Hunter Publishing Co., (Toronto), Feb. 24, and Apr. 7, 1961. 


*Does not include local, retail or classified advertising. 
**Correspond to numbers of comparable groups listed for other countries. 
***Radio and TV were not covered until 2nd half of 1960. 


Audits of media by Elliott-Haynes, Limited (Toronto). 


ee ee 


YEAR NEWSPAPERS CONSUMER FARM RADIO*** TELEVISION*** TOTAL 
1959 13.1 - 342.7 
1960 6.1 _ 305.5 
1960 2.8 _ 136.6 19.6 18.2 177.2 
oa 1.6% - 77.0% 11.1% 10.3% 100% 
1959 0.7 - 396.7 
1960 0.7 - 341.0 
1960 - ~ 137.7 - - 137.7 
” ~ - 100% - - 100% 
1959 32.1 117.7 1,480.7 
1960 59.7 93.3 1,345.2 
1960 12.1 35.7 334.0 38.2 101.9 521.9 
ig 2.3% 6.8% 64.0% 7.3% 19.6% 100% 
1959 3,588.4 820.5 14.5 
1960 4,189.8 1,049.8 15.7 
1960 1,784.3 386.9 11.7 123.6 109.9 2,416.4 
4 73.9% 16.0% 0.5% 5.1% 4.5% 100% 
1959 4,466.3 1,126.4 246.1 
1960 4,393.0 1,077.3 252.5 
1960 1,772.0 460.1 93.7 323.1 192.7 2,841.6 
" 62.3% 16.2% 3.3% 11.4% 6.8% 100% 
1959 1,220.1 122.4 47.2 
1960 1,161.2 214.4 65.5 
1960 504.0 72.1 30.7 142.2 290.1 1,039.1 
+3 48.4% 6.9% 3.0% 13.7% 28.0% 100% 
1959 259.5 84.8 31.0 
1960 283.3 60.2 50.3 
1960 132.3 27.8 22.9 - 9.1 192.1 
o 68.9% 14.5% 11.9% _- 4.7% 100% 
1959 833.8 275.5 68.8 
1960 902.0 334.5 61.2 
1960 317.0 83.7 20.4 99.5 139.9 660.5 
va 47.9% 12.7% 3.1% 15.1% 21.2% 100% 
1959 1,612.0 1,123.4 372.1 
1960 1,433.2 1,175.5 322.7 
1960 585.8 470.9 115.8 34.3 73.4 1,280.2 
me 45.8% 36.8% 9.0% 2.7% 5.7% 100% 
1959 1,124.5 155.3 95.7 
1960 1,059.7 193.3 63.6 
1960 305.7 64.7 7.6 41.8 124.6 544.4 
56.1% 11.9% 1.4% 7.7% 22.9% 100% 
1959 695.4 586.2 6.3 
1960 699.0 759.9 16.5 
1960 405.6 355.7 5.7 27.5 187.2 981.7 
7 41.3% 36.2% 0.6% 2.8% 19.1% 100% 
1959 1,113.2 1,615.5 82.6 
1960 1,096.6 1,884.3 128.4g 
1960 404.4 770.7 25.0 75.4 159.8 1,435.3 
- 28.1% 53.8% 1.7% 5.3% 11.1% 100% 
1959 2,479.1 453.3 966.8 
1960 2,217.8 599.9 884.6 
1960 1,023.3 246.4 377.4 19.7 16.8 1,683.6 
se 60.8% 14.6% 22.4% 1.2% 1.0% 100% 
1959 69,046.2 20,996.0 6,627.0 
1960 71,875.1 22,306.2 6,173.3 
1960 30,719.0 10,001.1 2,121.7 9,131.8 19,376.0 71,349.6 
fe 43.1% 14.0% 3.0% 12.8% 27.1% 100% 





CURACAO 














THOUSANDS OF CURACAO PERCENTAGE 
FLORINS* 
1959 1960 1959 1960 
I. Presa: 
a. Newspapers Vodenaudcuwhds pegseedusenssaseensecetneesendineens 965 1,002 49.1% 47.5% 
By, CRITE TIRAIIIOG oss csscesis cessceisesncpesees- NONE 10 = 0.4 
i ie Wr Me sesh eso a cerecseasdevesccesversviee NONE _ - - 
i ENR, asiikcadiecsseditescievesssscseccieess Incl. in XII _ “ - 
sacs eri aietcakzadineies 965 1,012 49.1 47.9 
Be ae Ee TINGS | ssccivccecncesncesctiivcsrconciesiiososeres 38 50 1.9 2.4 
ne) MN 5 ee abuse ceianenddcmoanesateaeees 66 40 3.4 1.9 
I aN ie algaeesans 565 500 28.8 pas By J 
ir ns ad scdleu care epdepbnaneis NONE 150 ad 74 
IS i CTL ET CEE 226 200 11.5 9.4 
i RI, Uo aco ccnadacecnctaeseacocsscenécsasianseoes NOT AVAILABLE 15 - 0.7 
WER. Dimley © Patil Cl SACs oni eisescccssesccessescsccsscces 47 (incl. IX) 20 2.4 0.9 
TX. Peombtiotial ScHaMOe? «.......0i.0csssccrsessccsssseseses Part incl in VIII 60 - 2.8 
X. Reference Publications: .........sccccccsseccccceees NOT AVAILABLE — - - 
Eh, Breet TOBIN: oi. cscesinsscccensrsscsesectstoccses 9 10 0.5 0.4 
XII. Miscellaneous: Production Costs all media.. 47 60 2.4 2.8 
I Se ENN ins scivedicssetesobsdesbadsoesssonmmessints NOT AVAILABLE — ra iit 
NERA 2. is <ocddchosstedecasvencecestenees ena siat ree 1,963 2.87 100 100 
e excl. X & XIII 
Nastictinl FACOG sis. ccccsnesesccocsscascesesssontipoteoes (1956 — 264,000) 
Adv. as percent Of NI ....-:scsssccssseeesseeeeeseenees NOT AVAILABLE 
Source: R.J. Dovale, Advertising, Curacao. 
Notes: Production costs for all media included in XII. 
Basis: Compiled from billing information from media, measured space in the press and tallied films and slides 


in cinema supplemented by personal inquiries and knowledge of the market. 


<= 











DENMARK 








MILLIONS OF DANISH KRONER PERCENTAGE 
1953 1958 1953 1958 
I. Press: 
i Na lc teacantenind 106.5 163.0 43.1% 40.5% 
De, Ce TID oiccrcncciccccrssscescssensensesze 11.8 30.0 4.7 7.4 
Bg ND Hy is ori recs ckssnsesececnnensnsesessce 30.0 32.0 12.1 7.9 
he, TI isis cscsctedecinsascnsstesintninne _ - - - 
ERR TS RI erert ean ree wR 148.3 225.0 59.9 55.8 


Il. Outdoor & Transp: (not incl. retail, see note)** 





a. Transportation (Incl in b&c)......0............0 - ~ - = 
Bs PI Fh ey oa vedic cccie esse cécsesinccosveseccess 3.39 ne 1.4 1.3 
ip I a dial iaccicintecrcinnevenesnninveninnne 3.23 6.4 | 1.6 
Os ao isircssnccesisisesntericcnssecicens _ _ a f 
Me asecbecelce dts vices tiiercoctincastaneoescanssiditeiesed 6.6 11.6 2.7 2.9 
III. Cinema: 
ba IE II ao icici esstsssssccccescccesssess 0.9 | Be 0.3 0.3 
Se, FI I scnencericcecenericievitninemmniesionn 3.0 8.0 1.3 2.0 
PE ide tanita notes 3.9 9.5 1.6 2.3 
AE MII vit oiteck pie pantectatasdch rebuke veneecandbennidenseteneenvadone NONE - - = 
Be, MIE oh occeccapcasatscnssseverntusipiacionsomacoxeeandnssioce NONE — ie an 
VI. Direct: 
NE HIN occas uiiycnrevssnadnbesstacnonsnesabes 33.0 67.0 13.4 16.7 
b. Distri., del., & mail] ------..-.::ecccssesceeeeereeenees 7.0 14.0 27 3.5 
TRUE Ci icacteutictosicedandiiosiisistiaiapnieesabayeies denied 40.0 81.0 16.1 20.2 
Oe i li csomstersiniseesnenbalonseil 9.0 7.0 3.5 1.7 
VIll. Display & Point of Sale (Retail listed below)** — - - _ 
IX. Promotional SCHEMES? «++++.-e.sescseseceeereeeeeeeeeeenees NOT AVAILABLE os i 
X. Reference Publications: -+++++-+-+-seeeeceseereeeeeeeeeees 16.2 19.0 6.5 4.7 
XI. Advertising ReGCAECRSE «.00.00ccccccccccccccccccccccscevesees NOT AVAILABLE oe - 
XI. MiscellaneouS: .--0.-...cccccccccccccccccccccsevevccccccssoscsess 5.0 15.0 , 24 3.7 
XIT. Overhead Cost se -++:+::csccecssecccseesscssccssecsssesscescesees 19.0 35.0 7.6 8.7 
NI si sstiveksninnpniicceveielteciannisinetiasuniataiet 248.0 403.1 100 100 
Retail Store adv., See NOte®* «-----sceceeeeesereeeeneneeennees (150.0) (210) 
National InCOMe --+-+++e++eereeeceteeeeeseeeeeeecessessesenese 22,270 28,220 
Rptd. Adv. as percent GE FET access ccoscccscsnecesescoses 1.1% 1.4% 
(Percent with retail INC], ) ---.-0seeeeeeecseeeeesesceserers (1.8%) (2.2%) 


ata 





Sources: 1953 — Salgs-og Reklameomkostningerne, Max Kjaer-Hansen, I Kommission Hos Einar Harck’s Forlag, 


Copenhagen, 1956 


1958 — Det Danske Marked, May, 1960 
Assistance in obtaining Danish data was given by Sylvester Hvid, Copenhagen (C.F. Thomsen) and 


Wahl Asmussen, Copenhagen (Erik Kristoffersen). 
*Production costs for all media are included in Overhead Costs XIIl. 

**The Kjaer-Hansen report gives a separate composite figure for ‘“‘Retail Store Advertising’’. This figure ir 
cludes neon signs, point of sale advertising and other items which the ICC classifies separately for all 
advertisers. It also includes the costs of window displays (incl. rent, light, etc.) which the ICC speci- 
fically excludes from its classifications because they are not considered advertising. 


Newspaper and consumer magazine data were compiled from a virtually complete accounting of the media, 
Trade magazine data are based upon samples of 10 to 15% of trade media. The following data were based 
upon quite full direct reports: Telephone directories, theater programs (X), cinema and outdoor. The follow- Ff 
ing were developed from well devised estimates: other reference publications, direct mail, exhibitions and 


overhead. 
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MILLIONS OF FINNISH MARKKAS PERCENTAGE 
1953 1959 1960 1953 1959 1960 
I. Press: 
i I ols oi cdss oredoscceis-nisctstswninsecsizeinnescs 1,465 - - 39.5% an = 
b. Compumer Magazines ..5..105...:5cccescccsscsoesesess 450 ~ - 12.2 ~ = 
ee a er 340 _ _ 9.2 - a 
Oe I ies acho ccd sastnssnp nabscoedon ; - Sai fas rt aa a 
<a SNE See arent ee eee eee ES 2,408 4,700 5,000 60.9 64.0 65.0 
II. Outdoor & Transp.: (not incl. retail, see note)** 
a. Transportation (Incl. in b&c) ................0+ o ~ = - a i 
Bs, Ie ie I eiinscitcinpsccatiiesccacocccnvccesesicess 110 - - 3.8 - - 
is. ee I  Aicttentitstintencctiencasciniecsiinniseveenici 30 = = 0.7 = i 
,, Preeti isc cn sis pcsssssistccis cree = = = ae a = 
I as aca ticneeel 140 300 300 3.8 4.0 4.0 
III. Cinema: 
= UII 5 sca snoouivensiownsundacseese 35 om = 1.0 vs = 
Sh, SR i issn cc ctcc re cesccwsesesnerssoveonccscerins 50 - ‘a 1.4 as BS 
OR Rea Pe oe eon SEE AE 85 150 150 2.4 2.0 2.0 
REE ees ZERL emer er Py: oar orl ea eee res NONE ~ - ~_ - - 
V. TBOWRREORG: ~.crccccccsegeosseccescvcsovvessncecessererssnensneeses —_ 450 750 - 6.0 10.0 
VI. Direct: 
i. SIRI. 5c. <=, caadboanidipsinenndcseedelnn 300 - _ 8.0 = ai 
SS ee eee 100 _ - 2.7 - _ 
III i, stccnndulkesiakaonmionbiaeteieceesioapeisoneeivanes 400 500 550 10.7 7.0 7.0 
WU, Rite, CII 8 vincennretecsctnenccstininninintznneicannssy 180 400 400 4.8 5.0 5.0 
VIII. Display & Point of Sale (Retail listed below)** — _ - - _ _ 
Be i FR sic cncsitcsinejevivnesissinseneese NOT AVAILABLE ale ‘a pee 
K..  Beabeatern PIO GMRe  .01..<s0criveresscvecicsscossesss 45 Incl. in XII 2 - = 
XI. Advertising ReS@arch’d ..........ssccscessseeneeeeeeenees NOT AVAILABLE ie ie = 
SS III 5. 55s cava cdeasanceaoaccosaneteteseonidaiss 175 850 550 4.8 12.0 7.0 
I), IE EI i. cs cocccssncdedabadniobacsmeonemesonaiiiies 420 _ - 11.4 _ = 
I scoacctcvcenbecotatedascesoncceeabincbeneaaie 3,700 7,350 7,700 100 100 100 
(Excl. VIM, IX,& XI) 
Retail Store adv., see Note*® ...........cccscsessesssesseeeees (2,600) (3,150) (3,300) 
i ai is ack ences Suiscatlenone 613,000 1,018,100 
Rptd. Adv. as percent of NI «.------::ssssesseseeeeneeeenenees 0.6% 0.7% 
(Percent with retail UC] ,) ----eeeeeeeeeerreesereeeeeeeeeteenenensesens (1.0%) (1.0%) 












CONTINUED 





Sources: 1953 — Salgs- og Reklameomkostningerne, Max Kjaer-Hansen, I Kommission Hos Einar Harck’s Forlag, 
Copenhagen, 1956. 


1959 & 1960 — Oy Liikemainonta, Helsinki (Leo Rajatammi). 


Notes: *Production costs for all media are included in Overhead Costs XIII 
**The Kjaer-Hansen report gives a separate composite figure for ‘‘Retail Store Advertising’’. This figure 
includes neon signs, point of sale advertising and other items which the ICC classifies separately for 
all advertisers. It also includes the costs of window displays (incl. rent, light, etc.) which the ICC 
specifically excludes from its classifications because they are not considered advertising. 


Basis: 1953 — Newspaper and consumer magazine data were compiled from a virtually complete accounting of 
the media. Trade magazine data are based upon samples of 10 to 15% of trade media. The follow- 
ing data were based upon quite full direct reports: Reference publications, direct mail, exhibitions, 
and miscellaneous. The following were developed from well devised estimates: Direct mail, cinema, 
exhibitions and overhead. 


1959 & 1960 — Estimates based upon information obtained from experts in each field. 






















BILLIONS OF (OLD) FRANCS* PERCENTAGE 
1956 1957 1959 1960 1956 1957 1959 
I. Press: 
a, Newspapers 
b. Consumer Magazines 
c. Trade & Tech. Mag. 
d. Production costs 
ee iniiiennsnsnitstiitiibaieacisivnaeiinaiins 50.0 60.0 78.7 51.0% 52.3% 52.4% 
2) HH. Outdoor & Teenie coccessssssrecsssensee 6.6 7.8 10.2 6.7 6.8 6.8 
SITE isissinccapeenisnndibantiiadiaicitiiesieiaisais 4.2 5.5 8.7 4.3 4.8 5.7 
ll Is iscunisminchinvientppiitnnntiediiiuandeannaiie 5.2 6.0 7.8 5.3 5.2 5.3 
OOO AR EAT AE ENT NONE 
Bt IN oa cieeniesisannenmnpmninaticlaniindiidiataging 12.9 14.2 18.4 13.1 12.4 12.3 
VII. Exhibitions, @tc. 2 ....-.:::sseeessesseeseesees NOT AVAILABLE 
VII. Display & Point of Sale: ...........0..++. 11.9 13.0 15.4 12.1 11.3 10.3 
IX. Promotional Schemes: .....+....:++10++0+ NOT AVAILABLE 
X. Reference Publications: ...........:0++ ” ” 
XI. Advertising Research: «...++-.....s.s.see0 * ” 
TE 7.4 8.2 10.9 7.5 7.2 7.2 
XIII. Overhead Costs? ......:csscceeseeeseeerenesees NOT AVAILABLE 
| | RRR eer, Coe oka ee 98.2 114.7 150.1 190 | 100 100 100 
National Income «------++-++++++eeeeeeers 142,300 158,400 193,400 
Rptd. Adv. as percent of NI-+----+++++++s++++++ 0.69% 0.72% 0.77% 
Source: Union Francaise des Annonceurs, Paris, France (Ph. Gunet). Assistance in obtaining French data was given 
by Elvinger, Conseils en Vente et en Publicite, Paris (P. Bercot) 
Notes: *Production costs are included in each item. 


Basis: 


FRANCE 














1956 and 1957 data were compiled from questionnaires to advertisers and other sources and are considered 


quite accurate. 1959 and 1960 data are rough estimates. 
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Distribution of Expenditures by Industry Group in 1959 






























Basis: 























** Not included in 1960 data, 





































1 moo IV Vv vi vil vill IX x x! XII TOTAL 
CLASS INDUSTRY PRESS OUT- CIN- RADIO TV DIRECT EXHIB. PT. OF PROM. REF. ADV. OVER- NO. BIL, 
NO.* GROUP DOOR EMA oa SALE SCH. PUB, RSCH. HEAD COS. FRS 
1&2 Food 35% 14% 8% 12% 1% 3% 3% 4% 15% 1% 1% 3% 21 = 4,5 
5 Cosmetics & 32 2s @ 17 1 2 3 13 13 = 1 3 23s 33.0 
Toiletries 
7 Textiles 68 3 2 6 ~ 7 1 7 5 - - 1 14 0.9 
15 Home Sup. 35 om Ff 10 1 2 5 7 - ~ 14 .- 2 
16 & Home Equip- 
18 ment 47 3s 6 7 0.5 13 6 4 2 as i 1 17_—s:11.9 
Miscellaneous 33 a 5 ~ 24 7 6 6 - 1 6 31 = =6.9 
TOTAL 36 10 7 9 ~ 10 5 7 9 ~ 1 6 117 22.5 
Source: La Structure des Budgets de Publicité en 1959, Institut de Recherches et d’Etudes Publicitaires, (Paris), 
p. 13 
Notes: *Correspond to numbers of comparable groups for other countries. 
Basis: Questionnaire survey of 117 companies with total advertising expenditures of 22,514.4 million old francs. 
Newspaper and Magazine Expenditures by Industry Group 
CLASS* INDUSTRY GROUP DAILY NEWSPAPERS MAGAZINES 
NO. 
1957 1958 1959 1960 1957 1958 1959 1960 
1 SE a deiclichiekaiasemhbelaicisiiaatnisepiadiin 11.3% 10.4% 10.2% 16.9% 14.8% 15.0% 15.9% 15.1% 
3 Alcoholic Beverages.................... 3.3 2.5 2.4 4.1 3.8 4.2 4.1 3.6 
5 Toilet Articles & Cosmetics ...... 7.3 6.9 6.6 7.5 15.9 14.7 14.8 14.0 
6 ee og ET Ne ne 2.5 1.9 1.8 3.1 1.8 2.0 1.9 2.5 
7 RPS seniitelehusheicindinbsalocisiiasthiasai 16.1 16.0 12.4 10.3 24.0 25.7 20.8 18.6 
9 Optical, Watchmaking, Photo...... 2.0 i.5 1.9 1.5 3.1 3.3 3.1 2.7 
12&13 Automotive, Gas. $.§ 6.3 7.6 9.8 2.0 2.9 3.3 4.1 
14 & 28 Publishing, Education ................ 2.4 2.8 3.5 - 1.8 1.9 1.4 3.8 
15 Household Products .................... 9.9 7.5 8.1 13.4 7.3 6.4 9.3 9.8 
16 i TE TO LT ON OE 7.7 7 7.7 4.6 3.9 4.7 5.8 6.4 
17&18 Household Appliances ................ 13.5 14.9 13.7 18.3 16.6 13.4 13.0 10.8 
23 Transportation, Tourism.............. 1.7 pa 2.5 1.6 0.7 0.7 0.8 0.8 
26 Banking, Savings................:.00000+ 1.8 2.2 2.6 1.4 - = 0.3 1.2 
29 Department Stores ..0...........ccecc008 9.4 9.4 9.4 oe - - _ ~ 
33 OEEIOO DITION oo oscsiceiscecsdsscicescenie 1.9 2.2 2.3 3.2 1,2 1,2 1.8 1.4 
Miscellaneous. ..............sccccssccssseees 3.7 5.7 7.3 4.3 | 3.9 3.7 5.2 
100 100 100 100 100 100 100 100 
Source: Vente & Publicite, January, 1957, March, 1960, and March, 1961 
Notes: *Correspond to numbers of comparable groups for other countries. 





Periodic checks of space in 11 major dailies and 18 leading magazines (general, women’s service, romance). 
~ on 












































GERMANY 
L 
BIL. MILLIONS OF GERMAN MARKS 
FRS. 
1956 1957 1958 1959 1960 
4.5 
3.0 I. Press: 
i INE cintenitonnsnvinne 688.5 898.4 991.4 1,074.0 1,187.6 
0.9 b. Consumer Magazines 
53 c, Tendo & Teck. Mea, ~<a 390.1 487.7 556.4 644.7 744.3 
d. Production costs* 
1,9 
6.9 
- ER cara a 978.6 1,386.1 1,557.8 1,718.7 1,931.9 
) II]. Outdoor & Transp? ..........000:00++ 61.7 68.7 67.9 74.6 82.4 
Bs IID cisscissninishneinieeniiaeiaaticnebindinniniitn 32.1 39.1 42.4 52.3 48.8 
RE ae 0.2 3.7 12.0 56.8 132.1 
Be IG GNI ss sccinnsicibbieieicscsiosiciiinsitinabiioes 433 (est) 800 (est) 
National Income ...............0+ 152,100 165,800 177,500 192,200 214,700 
60 
a Source: Jahresbericht, 1960 Zentralausschuss der Werbewirtschaft. E. V., Bad Godesberg (Dr. Schneider). 
6 
0 Notes: *Production costs not included in any item. 
5 Basis: Press, Radio & TV — A complete count of advertising placed made by Kapferer and Schmidt. 
6 Outdoor from information furnished by associations of outdoor advertising. 
7 
; Distribution of 
; Advertising Expenditures by Industry for Major Media 
‘ for 1957, 1958 & First Half of 1959 
4 CLASS INDUSTRY GROUP YEAR NEWSPAPERS OUTDOOR RADIO TELEVISION 
NO. * & MAGAZINES , 
8 1 Cheese ist H 1959 92.0% 0.0% 4.0% 4.0% 
B lst H 1958 82.5 5.0 79 5.0 
4 1958 82.5 5.0 8.8 3.7 
1957 84.3 0.0 12.9 2.8 
‘ 1 Coffee, Tea & Cocoa Ist H 1959 66.5 11.8 16.3 5.4 
) lst H 1958 81.1 6.3 12.0 0.6 
1958 80.2 7.8 11.0 1.0 
1957 78.4 8.4 13.2 0.0 
CONTINUED 
1ce), -—21—- 


































































CLASS INDUSTRY GROUP 
NO.* 
1 Vegetable & Animal Fats 


(incl. Margarine) 


1 Soups, Seasoning & Pastry 

2 Nor Alcoholic Beverages 

3 Alcoholic Beverages 

4 Tobacco & Smoking Materials 
5 Cosmetics 

5 Razors & Blades . 

5 Toothpaste 

5&15 Soaps 











YEAR NEWSPAPERS OUTDOOR RADIO 
& MAGAZINES 
lst H 1959 89.0% 3.4% 4.8% 
1st H 1958 86.4 5.5 7.3 
1958 87.1 4.9 7.1 
1957 91.1 4.2 4.7 
1st H 1959 71.4 5.4 16.1 
lst H 1958 76.1 5.7 17.1 
1958 76.6 5.4 16.2 
1957 72.2 5.6 22.2 
lst H 1959 76.1 10.9 10.9 
1st H 1958 73.6 13.2 13,2 
1958 74.7 13.3 12.0 
1957 55.6 26.6 17.8 
1st H 1959 91.6 1,2 1.8 
Ist H 1958 97.9 0.7 0.7 
1958 96.4 1.1 1,1 
1957 98.3 1.4 0.3 
lst H 1959 79.2 14.8 1.5 
1st H 1958 81.6 16.1 1.6 
1958 81.9 15.4 1.9 
1957 84.4 12.9 1.9 
1st H 1959 87.9 0.0 4.0 
1st H 1958 93.5 0.3 3.5 
1958 93.4 0.4 3.4 
1957 95.1 0.5 3.9 
1st H 1959 92.3 0.0 0.0 
lst H 1958 100.0 0.0 0.0 
1958 93.3 0.8 1.7 
1957 96.3 1.3 2.4 
lst H 1959 76.4 0.0 12.4 
1st H 1958 87.7 0.0 11.0 
1958 87.3 0.0 11.2 
1957 87.2 0.0 12.0 
lst H 1959 88.6 1.4 10.0 
lst H 1958 88.5 1.7 9.8 
1958 88.6 0.8 10.6 
1957 89.4 0.8 9.8 


CONTINUED 





TELEVISION 


2.8% 


0.8 


0.9 
0.0 


7.1 
1,1 


1.8 
0.0 


2.1 
0.0 





0.0 
0.0 


5.4 
0.7 


1.4 
0.0 


4.5 
0.7 


0.8 
0.8 


8.1 
2.7 


2.8 
0.5 


7.7 
0.0 


4.2 
0.0 


11,2 
1.3 


1.5 
0.8 


0.0 
0.0 


0.0 
0.0 
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CLASS 


INDUSTRY GROUP 








12 


15 


15 


17 


18 


29 


Source: 


Notes: 





Drugs 


Textiles 


Cameras & Optical 


Equipment 


Automobiles 


Polishes 


Laundry Products 


Radio, Television, & 


Record Players 


Home Appliances 


Mail Order Houses 


‘‘Konsumguterwerbung im Spiegel der Zahlen’’. by Dr. Jens H. Schmidt. Der Volkswirt, September 5, 1959. 


YEAR 


1958 
1957 


[st H 1959 
1st H 1958 


lst H 1959 
[st H 1958 


1958 
1957 


1st H 1959 
1st H 1958 


1958 
1957 


1st H 1959 
Ist H 1958 


1958 
1957 


1st H 1959 
lst H 1958 


1958 
1957 


1st H 1959 
1st H 1958 


1958 

1957 
lst H 1959 
1st H 1958 


1958 
1957 


lst H 1959 
lst H 1958 


1958 
1957 


1st H 1959 
1st H 1958 


1958 
1957 


NEWSPAPERS 
& MAGAZINES 


OUTDOOR 


RADIO 


TELEVISION 





90.8% 
92.7 


86.3 
92.2 


93.9 
97.5 


96.5 
96.6 


100.0 
100.0 


100.0 
100.0 


97.4 
97.8 


98.1 
99.5 


79.8 
84.6 


83.2 
87.1 


82.1 
85.5 


86.0 
85.9 
91.8 
93.0 


94.7 
96.2 


91.5 
96.2 


97.1 
97.0 


90.2 
93.7 


93.2 
95.6 





0.2% 
0.0 


0.0 
0.4 


2.8 
0.5 


0.7 
1.1 


0.0 
0.0 


0.0 
0.0 


0.0 
0.0 


0.0 
0.0 


0.0 
1.5 


0.9 
0.0 


4.5 
5.0 


4.3 
3.2 
2.1 
0.0 


0.0 
0.0 


0.9 
0.8 


0.5 
0.5 


0.0 
0.0 


0.0 
0.0 


*Correspond to numbers of comparable groups listed for other countries. 


Audits of media by Kapferer and Schmidt, Hamburg. 
i 


7.3 


8.1 
7.0 


0.9 
2.0 


1.9 
2.3 


0.0 
0.0 


0.0 
0.0 


0.0 
0.0 


0.0 
0.0 


10.1 
12.4 


13.3 
12.9 


7.3 
7.6 


8.0 
9.4 
6.1 
7.0 


4.5 
3.8 


2.2 
2.2 


1.9 
2.5 


1,2 
1.6 


1.5 
2.4 


7.8% 


0.0 


5.6 
0.4 


2.4 
0.0 


0.9 
0.0 


0.0 
0.0 


0.0 
0.0 


2.6 
2.2 


1,9 
0.5 


10.1 
1.5 


2.6 
0.0 


6.1 
1.9 


1.7 
1.5 
0.0 
0.0 


0.8 
0.0 


5.4 
0.8 


0.5 
0.0 


8.6 
4.7 


5.3 
2.0 


1.2% 


SEIS Rin lin han 00 




















MILLIONS OF DRACHMAS 


GREECE 








1960 








A** 
I. Press: 
ic FI ssintsstcienccitivittihaiitnntencvenste 95.0 
b. Consumer Magazines ...............0.00 42.0 
is FED Be Tes TER, cece cccencsccsscsecess 7.0 
i insichischcsentiniteciiantiliniphiaowsisstiaine 144.0 
Ie se a a sacs 20.0 
IV. Radio: 
Wil SIO CIEE ss is isscrdasccccccecssecese 10.3 
UE titiaterinsciinstetiiovaneciiniccians y. 
I as cdgs peste ravens Vedssdpiiicaenisiesaonve 35.8 
Fr RENN SiN alae ect i asaepenensilaes NONE 
PY NN oasis cece nscsciscaversntacosaveseee 


Sources: **A — Hellenic Advertising Company, Athens (Ch. J. Papadopoulos) 
***B — ‘‘Dits’’ General Advertising Service, Athens (D. Tsadilis) 


Notes: *Production costs are not included in any item. 
Basis: A — Press and Radio time from figures provided by media, cross-checked by partial audits. Cinema and 
Radio, production estimates by research staff. 


B — Press from audits of chief newspapers and magazines and a sampling of dailies from smaller towns. 
Radio from actual data on National network (12 million) and estimate for Armed Forces radio. 


HOLLAND (or THE NETHERLANDS) 


THOUSANDS OF FLORIN* 


1959 — 75,400 


B*** 


100 
35 


27 





1958 
I. Press: 
ie I sesccccerscsecenvescnsnveessovecss 131.0 
ee EP IIE direneriesenunthemcaiieninnoes fr 


I a i a a 


Source: Holland Chapter of the IAA, Eindhoven (J.J. Fels). 


Notes: *Production costs included in each item: 12% for Newspapers, 20% for trade papers and 50% for 


cinema. 
**Excludes papers appearing three times per week or less. 





Media reports and estimates by Reader’s Digest staff. 


<= = 


1959 










Ill. 
IV. 


Vil. 


fx 





II. 
IV. 
V. 
Xi. 
Source: ZIBA Advertising Bureau, Tehran (H.S. Nemati) 


Il. 


IRAN 


1959 


THOUSANDS OF RIALS* 





Press: 

i I ieinicnidinubistineaibaiiinenitbisvabpentenines 10,200 
b. Consumer Magazines 4.080 
c. Teade & Tech, Mag. f°" i 

d. Production costs* 

I OS eeinttcinessicinittesticentnminnivcrninns 2,142 
WIS ers bast teeesti a clenesrckancessaientveusecnmnceace 6,672 
(BE ETL ALARA OAT 35,805 
NR si dicnnciccucass oemendinsionccicretibpass 1,141 


Notes: *Jt is not known whether production costs are included. 


Basis: Personal inquiries to chief media. 














IRELAND 
THOUSANDS OF POUNDS* 
1959 1960 

Press: 
Oe: I ia cictctilniinsintansinincnitievnditibticinieinabenannniiovin 3,031 3,420 
b. Consumer Magazines 
-. Smee tee ae, SER TE SEE OD 347 357 
A I aa osc ssa ncrsesiubexetenenenanenss NOT AVAILABLE 

I tock chcitocdeocivanskaseavseeatuccosweeaaanetees 3,378 3,777 
Outdoor & Transp: 
Bee I iesinicersicetrshennsestansscincesembeiininidiiediatianaticbin 90 105 
SR RRA LIE re ee ee ceo eR Eee ee a Oo Rae 109 114 

< SERREE Rae ie ae Re ne Oe Ae RL eS EP eT 199 219 
| REE Geer toe te ene nearer Ne A nee eee 150 150 
Radio: 
iy OE NG in i ssi cceziccrcrmnckebriceesnsnes 80 60 
a a ae Oe el aes 84 101 

Pas uitocimieictectincssusbtuconiimacaapee be ciaine 164 161 
NN 2 aca es eal ab oaieaniacs NONE 
Se AR Sos. 5,5. -sntsceisnasdgarnnesiaisainsatenlasonentl 500 500 
SI TID evsicicscsitcniietierninnernininivnintansiin NA 80 
LE Re Oe ROE EM IP Cee ee 491,000 NA 


Source: R. Wilson Young Limited, Dublin (J. F. Young) 
Notes: Production costs included only for radio. 
Basis: Press — Accurate sampling system by A. C. Nielsen. Outdoor — Accurate data from the only three 


contractors. Cinema — Accurate data from one contractor owning virtually all theater rights. Radio — 
Time data from government. Production estimates based on good knowledge of programming practices. 
Exhibitions — Based on detailed consultations with exhibition contractors. Advertising Research — 

Based on knowledge of industry work. 
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ISRAEL 


1960 


MILLIONS OF ISRAELI POUNDS* 








I. Press: 
ea cil aclihteinbapeiinbsiinadabiratiaimandendoaiinnspaiacs 10.4 45% 
ip I III iss csccnrasdonthsitiainidtencenicectncassiinee 0.9 4 
i a IE SII. cncesicccnvessecdncvnstintuanssscasiivessitionctaints 1.1 5 
I iceasievcers coVeent a ceips i Sioencicebcossaanicticetlabeoseiee 12.4 54 
py tN iN TON 9055054 ssi cccaud icctascuiaceebecadioabodiasens 2.3 10 
BS ONIN bcc cnccocasceetsaue daceiee eabansonesuaicasedentuudsouetanieniee ode 1.6 4 
as act aac aalni als aiiitinaldiaidndch onlin 0.9 4 
a, SINE oo did cas cc vou sencasccseirons ie tondsndares taestidesccesiwiesebevesiies NONE 
RCE RRE IRAE ere rey ASG Ripe Niece ie SE Oe ee ae RR 2.1 9 
I PR AINE 8055505091) 2 ola ca ccssdesbnaiiscequansioes 0.9 4 
Res UIT ir FINE GE IIS ncn cin cacccccsoccsececcesavesesoossssses NOT AVAILABLE 
BP 5 er IIE ERIS 0 oss eicsss ccccossodssonendcdssasssscvonsscobinsans 0.7 3 
Fis, PRI FI TONIDE ines sincseccscsesssecsicsesssisdcecsvcsvesocess NOT AVAILABLE 
a. SUOMI FEDS as5issishss cs vccecssisnsccosnsccenseicsaseresecase " ia 
XII. Miscellaneous: 
SI NNN oo. ssscuccickessviscavnmacsiapacaccsiconnurstenosisneses 1.4 6 
NN a cae asa diac cause ceeds ox 4a spas nes aenguccsantwiatonwcmavees whdavons 0.7 3 
I nsicincenih idaptin sendin ioccenciantonicelndiilinalientenintndie NOT AVAILABLE 
PN lebiciciiicteicacsidersainsieseintstilicnaninenitanaaetibingionnin 23.0 Excl. VIII, 100 
X, XI & XIll 
ee III isis ssticcncnsdcesnapsirn stone citavbabeiivecensavitecceve 3,830 est. 
I A Ie Se BUR ce nsieeniecrtianiactvincisnenninidciinisiibanin 0.6% 


Source: Aron Advertising Ltd., Tel Aviv (B. Krivy). 


Notes: *Production costs included are estimated as: Press — 7%, Cinema — 5-7%, Radio — 10%, Outdoor — 12%, 


Exhibitions — 7%, Direct — 15%. 


Basis: Estimates based upon interviews with other agencies and some data from media. 


— ee 








Il. 


Ill. 


IV. 


VI. 


Vil. 


Vill. 


IX, 


XI. 


XI. 


XIII. 


Notes 


Basis 





JAPAN 





























BILLION YEN * PERCENTAGE _ 
1956 1958 1959 1960 1956 1958 1959 1960 

Press: 
is TRIN onsnsdecscsrteiercsceese 40.5 52.5 61.7 68.4 54.3% 49.9% 43.3% 39.7% 
b. Consumer Magazines 
c. Trade & Tech. Mag. 0°" 4.0 5.5 8.0 10.0 5.4 5.2 5.6 5.8 
d. Production Ccosts............0s.0 (Included in above) ~ ~_ ~ _ 

i ciinpeiiinintinnditiniirasion 44.5 58.0 69.7 78.4 59.7 55.1 48.9 45.5 
Outdoor & Transp.: 
Se Ee - 5.0 $.$ 6.3 - 4.8 3.9 3.7 
b. Posters & Billbd. ................ - 3.8 6.9 7.0 ~ 3.6 4.8 4.1 
Len -_ 0.8 3.3 Ro _ 0.8 2.3 1.9 
d. Production costs............00+ (Included in above) - - - - 

DU ccaseitidpssseascashereeaveas (Incl. in 9.6 15.7 16.6 ~ 9.2 11.0 9.7 

XID 
REST RNG " y a 2.6 3.8 - 2.3 1.8 2.2 
SRNRIION . sscundncncnntnaadithaebied lehincsiind 13.0 15.5 16.2 17.8 17.4 14.9 11.3 10.3 
DIT sisicicsscnitiitcbinttinintishicicvinnins 2.0 10.5 23.8 38.8 2.8 10.0 16.5 22.5 
IS oss tetsu iclivecckentecesenie (Incl. in 6.6 9.3 8.7 - 6.3 6.5 5.1 
XII) 
Exhibitions, etc:....... Bs Setccmnans ” ” re = aa a 
Display & Point of Sale: .......... - 2.8 3.8 ~ - 2.0 2.2 
Promotional Schemes: .............. sa ” - ne ~ = 
Reference Publications: .......... ss e = - - = 
Advertising Research .............. fs sag a - - fi 
Miscellameous.............:.00ssseseseeees 15.0** 2.3 2.9 4.3 20.1 2.2 2.0 2.5 
Ovarhedd Comte ooiccccccessesseseeses NOT AVAILABLE ~ - _ - 
Se ee oe ee 74.5 105.0 143.0 172.2 100 100 100 100 

National Income .............0:0000e00e- 7,531 8,449 9,978 11,503 
Adv. as percent of NI .............. 0.99% 1.24% 1.7% 1.49% 


Source: Dentsu Advertising, Tokyo, Japan (Seiji Chihara) 


*Production costs are included in each item. 


**]7, III, VI, and VIII included in XII in 1956 and 1958 are listed separately for 1959. 


: A survey is made of a sample of the press consisting of 98 daily newspapers and 56 leading magazines. 
A number of smaller newspapers are not included but the volume of advertising is negligible. A census 
survey is made of radio and TV stations and the data include the complete figures for all advertisers. 


Other media are estimated on the basis of production quantity. 


CONTINUED 
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Advertising Expenditures by Industry for Four Major Media 


AMOUNTS IN BILLION YEN 

















CLASS INDUSTRY GROUP NEWSPAPERS MAGAZINES RADIO TELEVISION TOTAL 
NO.* 
1,2&3 Foods, Candies & Beverages 1960 6.7 Y 0.8 Y Cae 8.5 Y 18.7 Y 
1960 35.8% 4.5% 14.6% 45.1% 100% 
1959 41.6% 5.1% 17.4% 35.9% 100% 
5 Cosmetics & Toiletries 1960 5.8 Y a1. ¥ 137 35 ¥ aha ¥ 
1960 49.6% 9.0% 11.1% 30.3% 100% 
1959 52.6% 9.4% 16.1% 21.9% 100% 
6, 35 Medicine, Medical 1960 70 i327 ee 4.4Y 16.7 Y 
peetemnbinn  Caemneate 1960 46.8% 7.9% 18.9% 26.4% 100% 
1959 53.0% 7.4% 21.2% 18.4% 100% 
7 Clothing & Textiles 1960 1L3y 2 0.5 Y 2.8 Y 6.3 Y 
1960 28.6% 19.1% 8.0% 44.3% 100% 
1959 31.8% 21.5% 13.9% 32.8% 100% 
11,12, Machinery & 1960 10.3:¥ 23:9 3.2 '¥ 11.144 26.9 Y 
i = mpprnes 1960 38.3% 8.8% 11.8% 41.1% 100% 
: 1959 41.9% 8.4% 13.0% 36.7% 100% 
& 35 
14 Publications 1960 6:5 7 0.07 Y 05 Y 0.5 Y 7.6Y 
1960 85.5% 1.0% 6.3% 7.2% 100% 
1959 88.0% 1.0% 6.6% 4.4% 100% 
23 Transportation 1960 0.5 Y 0.09 Y 0.2 Y 0.3 Y ee 
1960 48.3% 8.0% 18.6% 25.1% 100% 
1959 40.4% 7.5% 24.0% 28.1% 100% 
25& 26 Finance & Insurance 1960 30 ¥ 1.0 Y 0.4 Y 237 6.8 Y 
1960 45.0% 15.2% 5.6% 34.2% 100% 
1959 45.4% 17.2% 7.3% 30.1% 100% 
29 Department Stores 1960 4.5 Y 0.07 Y 0.4 Y 0.6 Y 5.5 Y 
1960 80.2% 1.2% 7.3% 11.3% 100% 
1959 82.5% 0.6% 7.6% 9.3% 100% 
Entertainment 1960 4.8 Y 0.06 Y 0.03 Y 0.01 Y 4.9Y 
1960 97.9% 1.2% 0.6% 0.3% 100% 
1959 96.0% 1.3% 2.4% 0.3% 100% 
Miscellaneous Goods ** 1960 3.4 Y Loe LF 30 ¥ 8.8 Y 
1960 38.2% 14.4% 12.9% 34.5% 100% 
1959 45.4% 17.1% 12.8% 24.7% 100% 
CONTINUED 


ettn 











MAGAZINES RADIO TELEVISION TOTAL 























CLASS INDUSTRY GROUP NEWSPAPERS 
NO.* 
Other*** 1960 13.3 Y 0.6 Y 4.3 Y 1.7Y 19.9 Y 
1960 66.8% 3.1% 21.6% 8.5% 100% 
1959 71.9% 3.1% 19.5% 5.5% 100% 
TOTAL 1960 68.4 Y 10.0 Y 17.8 Y 38.8 Y 135.0 Y 
1960 50.7% 7.4% 13.2% 28.7% 100% 
1959 56.2% 7.3% 14.8% 21.7% 100% 


Source & Basis: Same as above 


Notes: *Correspond to numbers of comparable groups listed for other countries. 
** Miscellaneous includes rubber goods, stationeries, mining & basic materials (steel, etc.) and assorted 


consumer items not elsewhere included. 
***Qthers includes commercial and service enterprises, public and government advertising and classified 


advertising. 
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LEBANON 








MILLIONS OF LEBANESE PERCENTAGE 
—POUNDS* 
1959 1960 1959 1960 
I. Press: 
Bis FERRET 00s cnccsoszeeccessevescorsccevetooeonscnsooters 6.4 5.2 35% 33% 
Eis CME SURGE IMIOE 6.55.0 s0cccccscsesicccscessesees 1.6 1.6 8 10 
GS. TEAS & TOch. Mag, .0.00s0ccccccccossssecovsersesseeses 1.6 1.6 8 10 
re I INN 0, ks wcnsgik bans saexnlaenees (Incl. in a-c) ee = 
, SESS Merman eee Wes LUeoe yea ae 9.6 8.4 51% 53% 
Il. Outdoor & W101) s 13 1.1 6 , rf 
BE, Ce ORT enpenscvievescecesvasoccsscosscavsncsvoevonssssesscoesoosveses 39 1.9 17 12 
RISES EOE Fees ae aT ON NONE a as ys 
Co I ae Ie er ae Pre ee ee 0.3 1.6 2 10 
I ois cat ccasacs nites sey siadivicadeleseat toca seuasietaconeneics (Incl. in XII) 0.8 - 5 
es NII MESS goo ss cczvccsucbcacsouasaodeodvicees se a 0.6 _ 4 
Vil. Display G Pott OF Sale’ .......0.<icsecciccsssvocsseveesees 7 0.2 _ y 
TE. Freeh eaed SCHMOR? o..sccccsaicessccccscccossesseosscese NOT AVAILABLE - - 
X. Reference Pablicationss .....0i....0.c0ccicesssessessssoee (Incl. in XII) = ~ 
MEL. PAWOrtI RE REMORECHE ....00i0sicisseescsecscscssoosczssoees NOT AVAILABLE ps six 
Soe 2 Sse sabcaus subioasaneedecess 4.6 1 | 24 7 
OMNIA CANOE oo. sicseesiscvess dé cvedosedscecesscecsessseseeers NOT AVAILABLE _ - 
PG se ssbite soars oersciacekocineidicandiriveowe 19.0 15:7 100 100 
(Not incl. IX, XI, & XIII 
RNIN oo oi sics toa ceneapdcseccoobiasi ocapncc onto (1958 — 1,325) 


Source: Pharaon Publicite, Beirut (A. F. Hadaya) 
Notes: Production costs are included in each item. 


Basis: Data were obtained from various fairly reliable sources including the advertising departments of leading 
publications, the exclusive TV advertising contractor and leading advertising agencies holding exclusive 


contracts for screen advertising. 
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NORWAY 




















MILLIONS OF KRONER* PERCENTAGE 
1953 1959 1960 1953 1959 
I. Press: 

Sh sai cicicnsncsorensetersneapiainiiaieenicoh 55.0 42.2% 
b. Consumer Magazines .............::cccsssceeeeees 4.0 3.1 
Ce- TO BD TR Tie. ccisicenecccessscssssesscceseis 11.0 8.4 
i, PIE DI aon sosski cic iiiiciiemenes Incl. in XIII 

TE Ce ne ete 70.0 192.0 53.7 53.4% 


II. Outdoor & Transp.: (Retail stores not included, see note for Denmark. ) 
a. Transportation (included in other items) 




















Bi, PONE Mee IIIS osctcsstenivnciesctsncsenicnesiotncs 5.5 4.1 
i TE rtrrtesesetn tnntnivtinasignsertenesemmeaien 1.8 1.3 
i, TIS CIE accictsscdecticnssntvenetcccvicnees 
pA COR Se 5 ee ae Sia 15.0 5.4 4.2 
Ill. Cinema: 
hs I Ie i I ask ecceesestcesetciescnenrsese 0.85 0.6 
Gi, SHOWING COBIUB>~-0.....cc.cercessvorscressseoseceseesese 2.25 1.8 
3.10 10.0 2.4 2.8 
SE; NIE 5s nas sagas adapter oanns sata eseannwwdalaiedagnnaiees NONE 
ee rN ooh occ tucaspecuantonanspvioubertere NONE 
VI. Direct: 
i AR oo a ccstuavobavesasienbhee 14.5 11.1 
b. Distri., del., G& mail ....-00.:..cccsccccsccssevesees 2.5 1.9 
17.0 40.0 13.0 11.0 
Dees NS NS iss cca cacescanvestecsacesscremeictaces aes 5.0 1.9 1.4 


VIII. Display & Point of Sale: (retail advertising not included, see note for Denmark) 








IX. Promotional Schemes? .............c..sssss0000+: NOT AVAILABLE 
X. Reference Publications: ...............cccccscee00e 6.5 18.0 5.0 5.0 

XI. Advertising Research’ ..............cccccceeeeeees NOT AVAILABLE 
BO; naan ii iceecccldeisbetccrces 10.0 35.0 , 7.7 9.7 
es. SE CIE eietisccecistcistionnceetnniacanen 14.0 45.0 10.9 12.5 

a assis erdiinitichentirabinniatain 130.4**  360.0** 396.0 100 100 
IE TID cecisnicicicnitnienicivisivintcechion 16,830 23,260 
Rptd. Adv. as percent of NI ......-...:::s+000 0.75% 1.5% 
CONTINUED 
=— - 





Source: 1953 — Salgs-og Reklameomkostningerne i Norden, Max Kjaer-Hansen, p. 125. 1959 and 1960 — Instituttet 
For Markedsforing, Oslo (Tyge Filseth). 


Notes: *Production costs for all media are included in Overhead Costs XIII, 
** A figure for retail store advertising of 63.0 for 1953 and 140.0 for 1959 is not included in the total for the 


reasons indicated in the note for Denmark. 





Basis: The 1953 figures were developed as part of a very thorough census of all media sources and are considere; 
quite accurate. The 1959 data are projections of the 1953 data based upon increases in media prices, spac 
sold in newspapers and magazines and statistics from Norwegian advertising agencies for different media, 
These are estimates but considered quite accurate. The 1960 total is a rough estimate derived from actual 
changes in agency billings (from 126 million kr. in 1959 to 153 million kr. in 1960) and other information, 





Distribution of Advertising Expenditures by Industry 


Groups for Newspapers and Magazines of 1960 








CLASS INDUSTRY GROUP NEWSPAPERS MAGAZINES 

NO.* 

1,2,3&4 Food, Beverages & Tobacco 69.5% 30.5% 

5,13,15, Chemicals, Oil, Paint, Soap & Cosmetics 59.0 41.0 

32, & 35 

7 Clothing, Textiles & Shoes 64.5 33:9 

11,12,33, Automobiles, Motors & Machinery 89.0 11.0 

& 35 

16,17,18, Building materials, Furniture, Elect. equip., 73.0 27.0 

& 32 Radios, etc. 

25 & 26 Banks & Insurance 95.0 5.0 
Miscellaneous 80.0 20.0 
TOTAL 69.9% 30.1% 


Source: Instituttet For Markedsforing. 
Notes: *Correspond to numbers of comparable groups listed for other countries. 


Basis: Analysis of actual advertising placed. 
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stituttet PERU 





























MILLIONS OF SOLS* PERCENTAGE 
l f 
- 7 1959 1960 1959 1960 
nsiderel I. Press: 
a o_O aa MN Efi ns ROT or mere reer 100 160 31% 32% 
pile b. Consumer Magazines. .....:............sccessssrsseees 10 40 3 8 
; aaa CG, Femme Ge TOR Mi iscecick cence 
, be: > PI EN Soc csscbeccipcsiccecsdbenesecesysars (Incl. in a-c) - ~ 
ation, akan = 
(REE ee ot Sen eee eee 110 200 34 40 
BE,  Cembelinter Be Tie ovnivessice disse ccasesicssccocsensoesessieve 72 35 23 7 
Se 2 Rn en aa Te ere RE oe re 20 25 6 5 
ZINES OO VN can voce ounateaseaste cues sacs Dhasiaiar cewnecenae 50 90 16 18 
5% ie ES EE ee Oe ESE ROOT ETE TTS 25 95 8 19 
0 OU IN ae ois ok ak pacnnienbenenbes 14 Incl. in IX 4 _ 
OE Pe RRR GES nips caccisnan vinnie cen mavenisvnntencetin NOT AVAILABLE - i 
5 
VII. Display & Point of Salle? ..........c.:cccsseeereseeeeees 15 20 5 4 
0 ; 
Te. Ppebbentetl BOGS a scsc csc ccccecssvccesessiessdscones 10 25 3 5 
0 X. Reference Publications’ ...........ccscccccccccssssceeeees NOT AVAILABLE os a 
XI. Advertising RESCarCh:’ «........cceessescsesenseeneneen snes ” ” = om 
0 
XI]. Miscellaneous: ...........sseccseesssrsssessssesenssesensness 4 10 1 2 
0 
—— SUE. Caine COWS seis snsss ci nccnsinscsccnccacccsinesesescnssevns NOT AVAILABLE oe al 
1% alae: 
: a 6 ge ree 320 500 100 100 
(Not incl. VII, X, XI, & XIII) 
National INCOME o<<<ccccccssscscscsecccescvoscessesscesenseszoss (1958 — 27,120) 
Adv. as percent Of NI ......::cessssesssssreseeteeteeeeees NOT AVAILABLE 


Source: Publicidad Lowder, S.A., Lima (K. A. Lowder) 
Notes: *Production costs are included in each item. 


Basis: Average analysis of the six major agencies composing the Asociacion Peruana de Agencias de Publicidad. 


— 











PORTUGAL 








MILLIONS OF ESCUDAS* PERCENTAGE 
1959 1960. 1959 1960 
I. Newspapers & Ma azine ............cccccceceeeseeeeeees 300 315 32.5% 32.5% 
Bs Rane Bs TINS ncecccorcscn seep cecsesiiiersconneisanecs 280 290 30.0 30.0 
ia, MIT scneissirintdaiiontnianeedicbininnionumeniuiatanionaceieesis 40 25 4.0 2.§ 
SE IN sb ni cichielciaciaamabibininiaieaiiiinmisineioamadtianiwaeeteniniae 230 245 25.0 25.0 
Re IID isis scicelidchisesonsenannsintpineiicenninieniseshdnbiehgi 35 50 3.5 5.0 
Pee oct ce sik cess cosessatestaabsosteas sevsseaviasecetedneeaosseose Incl. in XII vn = 
UN nS a Se ede stdeadaeas ” ¥ _ — 
VIII. Display & Point of Sales .......::cc:cccceeseesreeeeseees + ” = - 
IX. Promotional Schemes: ..-...:+:+:0:0cssssscscssssesssseseses moo” ‘ea es 
, BOC S FT ICMIOIIR, 4600 <escscsccccccecsecccsccccscces = sia = =- 
XI. Advertising Research: -+++-1-1:sesseseeseseseenseeees NOT AVAILABLE - ~ 
BEE ELL ALE NRO 45 50 5.0 5.0 
as pecisaitcitniinninntoneniicinniiiinssinens NOT AVAILABLE - ~ 
(ae ae A eR ee 930 975 100 100 
ESET LSER LEO ERE AAA ONE 54,800 es 
Adv. as percent Of NI -+--:sssssssssssesesesesereneeneecs 1.7% ~ 


Source: H. G. Morrison Limitada, Lisbon (H. G. Morrison) 
Notes: *Production costs are not included in any item. 


Basis: Analysis of volume of advertising placed made by Morrison’s competitive advertising department. 





SPAIN 
MILLIONS OF PESETAS* 
1958 _1960 
IES Rk MRS Rene RIEL Ne aR nee A ae ne 950 1,960 
na MINI sisicitinciihinnsiaitassiisinleschdebicesandinlaniiessustiennsinekiaiinibeendiane 60 200 
a NID -ciacisicersiiecsicinidininiabanceiceduenotapineddiamaiateoibenscincenaeiones 100 440 
re ED saidatascnabicrniscciuscntustininsislileniailieaipsbiniinjenintbanninininoeneitese 310 1,240 
Bes Aree NNID chasriseieshienitescivnecinslasiiichubiinineeiahouistichadtitehininsnateniannensniie - 80 


Source: H. G, Morrison Limitada, Madrid (John E. Holmes) 


Notes: *Production costs not included in any item. 


1958 — Official government estimates. 1960 — Known billings of the 11 leading agencies, costed audits of 


Basis: 
newspapers and magazines, estimates of cinema and radio, tax information and projections by Morrison 


research staff. 


; 








SWEDEN 














160 
MILLIONS OF SWEDISH KRONER* PERCENTAGE 
5% 
. 1953 1959 1953 1959 
5 I. Press: 
i,” aI ict denisncadinniicoieniiinemasennineers 145.7 360 34.8% 43% 
0 b. Consumer Magazines ..........:cscseeeseeeeeeeeees 38.8 70 9.0 8 
Os: RIE Rs is FI Sites ccscnserncecesncsomncninnsoos 34.7 69 8.4 8 
0 G.. PPOGGUCESO COMER Sinise ciciscccccesecccccscssavscsoses 28 3 
0 Se Sites TPA Ras CORA Coe ee 219.2 527 52.2 62 
II. Outdoor & Transp.: (not incl. retail, see note)** 
a. Transportation (Incl. in b&c) 
is, - I, Ce SS in oa dccicucnissoccccbosnsisanesicesess 6.1 1.2 
C. Paid-for Signs .........cssscscscrosososevesorscveseveosocees 4.0 1.0 
INGE Ce ainsi ccesinccecocinnceicincersnccsin 
TI abicsvcnchdusnadaotentdesncbectbabbinnncccbnannsoseencs 10.1 9 a 2 1 
III. Cinema: 
te es IE asi sc ccecscccccecccosscsecnesscnvns 4.1 1.0 
Ba, IN Css iiiittitancstvsinencesaiicisnsnnrsencesecs 3.2 0.8 
) 7.3 13 1.8 1.5 
hc, NINE sda cicasecatsshacsvareies ceatececcutenssaunborsuandectuabicsianen NONE 
Oe. Fa IIR ass Scccnvacssondorabincceboderaeniee oxevotdbausbesnwiads NONE 
VI. Direct: 
i TN i is cs cncsicnsnbcescantonvnersen 74.7 17.8 
Os I, sg ie I cen sch neces crceepsareceictzc 26.6 6.2 
101.3 191 24.0 22.5 
7 Es < GaN SII cts rncsocscnncerondisnanecenssnbaexstensesooan 16.0 Incl. in XII 3.8 an 


Vill. Display & Point of Sale (Retail listed below)** 





EX. Prmmptional SCIOMOGS . se sccccssscscscossscsveseccscceess NOT AVAILABLE 
X. Reference Publications? «........0....c.cesscccesosseeee 5.3 Incl. in XII a - 
XI. Advertising Researchs .............s....ccccsccccsccsccees NOT AVAILABLE 
A IE bi cciittiiibaiiscnctimiemimpiimcmnning 25.0 110 , §.9 13 
EL, SONI TIS ins dsciaccsdescspsvscsineivacneceencsocesinasis 37.0 NA 8.9 NA 
En: Scancdbtuckiddndins scovnspedeseasoumbusdiasonseche 421.2 850 Excl. IX, X 100 100 
Retail Store adv., see Note** ........:ccsccsecssssessesseeeeerees (200.0) (150) —- 
DURE TD obec ciccecincsscsccecsicsmnsicnccsicicencsios 36,755 53,500 
Rptd. Adv. as percent of NI -+-:ss+:ssssecssssssseeseses 1.1% 1.6% 
(Percent with retail incl.) ---+---s+ssssesseeseeeeseeeeee (1.7%) (1.9%) 
= = 











Sources: 


Notes: 


Basis: 


1953 — Salgs- og Reklameomkostningerne, Max Kjaer-Hansen, I Kommission Hos Einar Harck’s Forlag, 
Copenhagen, 1956. 


1959 — Swedish Newspaper Publishers Association, Stockholm (Per V. Ocklind). 


*Production costs for all media are included in Overhead Costs XIll, 

** The Kjaer-Hansen report gives a separate composite figure for ‘‘Retail Store Advertising’’. This 
figure includes neon signs, point of sale advertising and other items which the ICC classifies sep- 
arately for all advertisers. It also includes the costs of window displays (incl. rent, light, etc.) 
which the ICC specifically excludes from its classifications because they are not considered 
advertising. 


1953 — Newspaper and consumer magazine data were compiled from a virtually complete accounting of 
the media. Trade magazine data are based upon samples of 10 to 15% of trade media. The fol- 
lowing data were based upon quite full direct reports: cinema, exhibitions and reference publi- 
cations. The following were developed from well devised estimates: outdoor, direct and 
miscellaneous. 


1959 — Estimates by the Swedish Newspaper Publishers Association from various known statistics on 
press advertising and partial information on other media. 
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CLASS 


NO.* 


1,2,3&4 


8&9 
9&10 
11&12 
13 

148 28 
16&18 
17 

21 

23 

26 

29 

29 

30 

32 

32 

33 


35 


Source: 


Notes: 


by Product Groups in 1960 


THOUSANDS OF KRONER 


Distribution of Press Advertising 





INDUSTRY GROUP 





Food, Beverages & Tobacco 
Personal care, Toiletries, etc. 
Medical care 

Clothing & Textiles 

Footwear & Leather goods 
Jewelry, Watches & Optical goods 
Photographic materials, Toys & Sport equipment 
Automobiles & Bicycles 

Oil & Benzin 

Books, Newspapers & Schools 
House furnishings & Equipment 
Music, Radio & TV 

Agricultural Products 

Travel & Hotels 

Banks & Lotteries 

Mail order businesses 
Warehouses 

Advertisements, Exhibitions 
Building & Construction products 
Paints & Varnishes 

Office materials 

Industrial products 


TOTAL 


Swedish Newspaper Publishers Association (Karl-Erik Friberg). 


NATIONAL DAILIES 


16,228 
12,566 
1,748 
6,551 
1,595 
1,253 
1,604 
10,613 
2,863 
12,406 
4,929 
7,246 
964 
8,865 
3,067 
1,421 
8,742 
1,194 
3,761 
1,108 


2,728 


7,314 


118,766 


*Correspond to numbers of comparable groups listed for other countries. 


Measurements of all advertisements of branded products. 





MAGAZINES 


15,508 





23,510 
3,267 
8,259 
1,846 
1,071 
1,071 
2,332 

476 
7,646 
6,574 
1,659 

479 

606 

791 
7,659 

228 

153 
1,260 

731 

637 

730 


86,493 








SWITZERLAND 


1960* 


MILLIONS OF SWISS FRANCS 





EE EAE ECO ETE RO TR 290 
a i I i aceccsaunianstinenicteeheiminannie 100 
a Rr er Lae, ee a ee eT 20 
i IE sass is cecadiniiannladpieainiciabedeaistoinecoviiie NONE 
Se cs cdith a aseridtnideiibiinannepriniateonninn NONE 
RENE ee TSR eee Cn a 65 
Ta Oe ieee tsnrnen Incl. in XII 
VIII. Display & Point of Sale? oo... .cecsssesesesesseseseseee a ” 
IX. Promotional Schemes...............:c.cecsssssssssrsssssesssseees ™ _ 
X. Reference Publications... ..................c.scsssssessseees ” e 
XI. Advertising Research? ooo... esessesssesessseseseseees NOT AVAILABLE 
ee I is siecuiciicansnsesscinpicnniscporinennienee 175 
Ss UO oie. sisd aciashdcimninnsnntindaninnenntiias NOT AVAILABLE 
I acsciscitiaicalibiahisscestnchinitaiitidlaacemnlntunarinins 650 Not incl. XI & XIII 
National InCome.................:s-ssscssssesesseresseseececenees 29,800 
I Oe isin rchcitientiitrstnrtaeneinnensntie 2.2% 


Source: Association of Swiss Advertising Agencies, Zurich (A. Wirz). 


Notes: *All items include production costs. 


Basis: A survey conducted by the Swiss Advertising Association. 


= wn 


PERCENTAGE 


45% 


15 


3 


10 


27 


100 








TURKEY 





THOUSANDS OF TURKISH LIRA* PERCENTAGE 
1959 1960 1960 
I. Press 
A ae ae I eee oo 39,960 38.0% 
b. Consumer Magazines ..000............ccccsecceeeseees - 4,000 . 
a THI Be Te FI csscssescciccsccsccesenecsessncocees - 1,800 1.7 
eR I ee aceon NOT AVAILABLE _ 
DS iniihaeissicinnns Rk a ee Bes 31,615 45,760 43.4 
II. Outdoor & Transp.: 
ic FOIE Diicieccreecinsenescssscessoneencnanqene 
Oi IE I Snes Sdscnscovrndsndecinntaresvessecete NA 12,026 11.3 
C. Paid-for Signs  — }--.-0--ccccrseocersreccerescsreoreesers 
i PI ni is co csccnnsebanecesstieubeinsensuld NA 9,750 9.3 
NN Ee Coe ee Se Ne EE 21,776 20.6 
OO, : eID acta, is capagdoasetipittean nasenesenioonabentieees NOT AVAILABLE 
IV. Radio: 
i TP I si ie ss cicitescressnictistetescnccees NOT AVAILABLE 
Oi: I NN cicero cisictvenseininnctnnectienensitimnisis 5,425 4,481 4.3 
i «III 2: cscs on iochpcaipninvacocipadusectes-cbunasonbaainnens NONE 
VI. Direct: 
i NN HE ins cscs cnnsxcecscoencimmesgnedsesinees NA 19,828 18.9 
Oe We, , RE, B CE a necnnsncceseccccsccnescrcccsnsne NA 4,900 4.6 
24,728 23.5 
VIL. Exhibitions, etc, : ------ssssesssseeesesesesesessnereenseeneeeees NOT AVAILABLE 
VIII. Display & Point of Sale: 
i I I. on ce saniienennaentbedeneniaterse NA 2,900 2.8 
b. Operating COStS++++----:seeeeeeeeeeeteeeeteteeeeetenees NA 1,200 
4,100 3.9 
TX. Premmotsamnenl SROs sc ccicconicccaesccenvescsoosssees0s NOT AVAILABLE 
X. Reference Publications? .00.............ccccccsseeeseeeees NOT AVAILABLE 
XI. Advertising Research? ............ccccccccsescesssceeeeees NONE 
Re RT PTR EET OT Ee a NOT AVAILABLE 
A I i  cpsseipmemnniiliens NA 4,590 4.3 
RSL RR ae he eer een Caen? Sete 105,435 Excl. Il, VII, IX, 100 
X & XII 
Bem PID oi ees icicietnemcceen 40,094,900 NA 
CONTINUED 
~~ -- 





Sources: 1959 — Modern Advertising Agency, Istanbul (Kemal Isin) 
1960 — Piyasa Etud ve Arastirma, Istanbul (Nezih H. Neyzi). 


Notes: *Production costs not included in any 1959 data and only in II, VI, and VIII for 1960. 
Basis: 1959 — Press based on published newspaper figures; Radio based on personal inquiries of media. 
1960 — Newspaper figures are accurate reports from Press & Tourism Ministry; Magazine data based on 


linage counts and rates; Outdoor computed from Municipal taxes; Radio from the Press & Tourism 
Ministry; Direct and Display derived from a survey of the 21 leading advertisers; Overhead estimates, 


UNION OF SOUTH AFRICA 


THOUSANDS OF SOUTH 
AFRICAN POUNDS* 











1958 1959 1960 
I. Press: 
EES NEA re tee ere ae 7,482 7,996 8,855 
ae SEI III ii in ssccsnccsesensscdscnncerconttorscoseves 1,277 1,272 1,498 
Iie TRIG le 1,040 1,060 1,030 . 
I ccdladgs SoS doeuswaseue 1,331 1,157 1,274 


Source: Association of Accredited Practitioners in Advertising, Johannesburg, Union of South Africa (David Hart) 
Notes: *Production costs not included in any item. 


Basis: Media billings for Newspapers, Magazines and Radio. 
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IV. 


Vv 


VI, 
vo 


Vil. 


IX. 


XII. 


XI. 


Press: 

a. Newspapers 

b. Consumer Magazines ........... 

c. Trade & Tech. Mag. .......... 

d. Production costs.............000 
Other publications .................. 


Total 
Outdoor & Transp: 
a. Transportation ..............000 
b. Posters & Billbd. ................ 
C. Paid-for Signs ..............0000 
d. Production costs............++ 
Total 
Cinema: 
a. For paying aud, 
i. Prod, & dist. costs........ 
ii. Showing costs ................ 
b. For invited aud, ............0-0 
Total 














Radio: (Luxembourg) 

a. Production costs...........0009 

b. Showing costs ............0 
Total 

Television: 

a. Production costs.............00 

b. Showing Costs ...........sceee 


Total... 





UNITED KINGDOM 














Direct: 





Exhibitions, etc: 
a. Production costs.............000+ 
b. Operating costs.............000+ 


Total 
Display & Point of Sale: .......... 





Miscellaneous: 





Overhead COBEE! .........cecseseseeeeees 
TOTAL 





National Income ..........ccc.sssseseees 


Rptd. Adv. as percent of NI...... 














MILLIONS OF POUNDS PERCENTAGE 
1956 1958 1959 1960 1956 1958 1959 1960 
90.5 99.0 110.0 126.0 29.3% 27.0% 28.0% 28.0% 
32.0 32.0 33.0 39.0 10.4 9.0 8.5 8.5 
22.0 27.0 27.0 32.0 7.1 7.5 7.0 7.0 
12.5 14.0 15.0 17.0 4.1 4.0 4.0 4.0 
1.6 ' 0.5 
158.6 172.0 185.0 214.0 51.4 47.5 47.5 47.5 
5.2 1.6 
7.8 2.5 
11.0 3.6 
—20 _0.7_ 
26.0 24.0 26.0 28.0 8.4 6.5 6.5 6.0 
1.0 0.3 
4.1 1.4 
0.4 0.1 
5.5 4.0 4.0 4.0 1.8 1.0 1.0 1.0 
0.4 0.15 
0.4 (incl, in misc. XII.) 0.15 
0.8 0.30 
1.4 0.4 
9.2 3.0 
10.6 48.0 60.0 80.0 3.4 13.0 15.0 17.5 
35.0 37.0 38.0 39.0 11.3 10.0 9.5 8.5 
7.2 2.3 
4.3 1.4 
11.5 12.0 12.0 13.0 3.7 3.5 3.0 3.0 
22.4 23.0 24.0 25.0 7.3 6.5 6.0 5.5 
12.2 15.0 16.0 17.0 3.9 4.0 4.0 4.0 
(Included in misc. XII) 
(Included in Overhead XIII) 
5.2 6.0 6.0 7.0 1.7 1.5 1.5 1.5 
21.0 23.0 24.0 26.0 6.8 6.5 6.0 5.5 
308.8 364.0 395.0 453.0 100 100 100 100 
16,620 18,250 18,900 20,600 
1.8% 2.0% 2.1% 2.2% 


a 





Sources: 


1956 — Advertising Expenditure, 1956, The Advertising Association, London, 1958. 

1958-60 — Estimates prepared by The Advertising Association (L. E. Room). Estimates for these years 
were also published by Advertiser’s Weekly and The Financial Times (by Mark Abrams). The three sets 
of data are in many instances identical and in no cases more than 10% apart. The Association data have 
therefore been presented because they are direct projections of the work on the 1956 data. 


The 1956 data were the result of a very thorough study described in detail in the source report. In brief, 
a major portion of the data came from virtual 100% reports from media. These were supplemented by 
inquiries of advertising agencies and advertisers so that in most instances the data are not only deter- 
mined initially with high accuracy but also checked by other sources. 


The 1958-60 data were developed by the same statisticians as prepared the 1956 report using various 
available data, Press and Television figures are published annually by industry specialists, cinema 
data are based upon attendance volume at theaters, and so on. 


Production costs are added to the media charges by use of factors. The factors applied in the 1956 
data were: Press, 1.085; Outdoor, 1.165; Cinema, 1.255; Radio 2.000; and Television 1.145. 
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UNITED STATES 













































MILLIONS OF DOLLARS PERCENTAGE 
1956 1958 1959 1960 1956 1958 1959 1960 
I. Press: 
Bi, EE irctiiiecicccesceniiinc 3,027.1 2,986.8 3,180.0 3,414.4 30.6% 29.0% 28.6% 29.4% 
b. Consumer Magazines .......... 679.5 657.9 746.0 812.6 6.9 6.4 6.7 7.2 
c. Trade & Tech. Mag. ............ 510.4 544.8 574.0 597.3 §.1 5.3 5.2 5.2 
d. Production costs.............:0+ 345.3 344.3 517.9 397.7 3.5 3.3 4.7 3.4 
yt! 4 4,562.3 4,533.8 5,017.9 5,222.0 46.1 44.0 45.2 45.2 
Il. Outdoor & Transp.: 
GC. TREO ..-.sc cassie (Included in misc. XII) 
ee 176.0 167.6 168.9 177.5 1.75 1.6 1.5 1.5 
c. Paid-for Signs 
d. Production costs.............:0+ 25.3 24.1 24.3 25.5 0.25 0.2 0.2 0.2 
i itiiretitatiadidmsiceniak 201.3 191.7 193.2 203.0 2.0 1.8 1.7 1.7 
Bs CRI ae iieicstitaniesenpensghitointita (Negligible) 
IV. Radio: 
a. Production costs..............0. 75.3 77.1 80.5 75.5 0.8 0.8 0.7 0.7 
b. Showing Costs ...........cosscossess 491.7 538.6 576.6 596.5 4.9 5.2 5.2 5.1 
, LN SIN oe 567.0 615.7 657.1 672.0 5.7 6.0 5.9 5.8 
V. Television: 
a. Production costs...............0+ 383.2 402.9 433.7 * @s.i 3.9 3.9 3.9 3.9 
b. Sowing COSES .....<.40000000002000 823.5 951.3 1,061.2 1,139.9 8.3 9,2 9.6 9.8 
i nisciiccaseadvaiecdiaeiedudan 1,206.7 1,354.2 1,494.9 1,595.0 12.2 13.1 13.5 13.7 
I i a 1,419.2 1,588.6 1,573.0 1,620.0 14.3 15.5 14,1 14.0 
VER, ELRRABDICIOUE, CbCe 8 scecseccevsensssssees (Included in misc. XII) 
Vill. Display & Point of Sale: .......... ee F 
IX. Promotional Schemes: ............+: eae ae a 
X. Reference Publications: .......... vate eet * 
XI. Affvertising Research: .............. Paahd tre Re 
Fee TEATRO oc ccciesnvececenersecesie 1,948.2 2,0178 2,181.2 2,270.2 19,7 19.6 19.6 19.6 
XIII. Overhead Costs: .......ccccsccsseseeeeee (Included in misc. XII) 
Ec nntniccnnienslaineee 9,904.7 10,301.8 11,117.3 11,582.2 100 100 100 100 
National Income ................:0+ 350,800 367,700 399,600 
Rptd. Adv. as percent of NI...... 2.83% 2.81% 2.79% 
Source: Printers’ Ink, September 9, 1960 and February 17, 1961 as prepared by McCann-Erickson Advertising 


(Robert J. Coen) 
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Data are based upon figures published by media specialists such as Bureau of Advertising (newspapers), 
and Direct Mail Advertising Ass’n and, for radio and TV, by the Federal Communications Commission. 
These sources in turn largely obtain their data by direct reports from the media. These basic data are 
for space, time, etc. only. To them production costs are added by use of factors developed by analysis 
of the expenditure patterns of McCann-Erickson clients. The factors used in the above data are: News- 
papers, 1.069; Magazines, 1.115; outdoor, 1.114; 











































TELEVISION: NETWORK NON-NETWORK NATIONAL LOCAL 
1956 1,700 1.170 1.450 
1958-1960 1.670 1,150 1.370 

RADIO: 

1956 1,350 1,080 1,160 
1958-1960 1.350 1.080 1.150 


UNITED STATES EXPENDITURES BY PRODUCT GROUPS 





Two sets of data are available for U.S. advertising expenditures by product group. As each provides a 
distinctly different type of information, we have presented both, The first set covers only four media classifi- 
cations but the division among product groups is much better as the expenditures of each company are allocated 
on the basis of the actual advertising for each type of product. The second set covers a broader range of media 
but, as all expenditures for each company including those with widely diversified lines are assigned to one 
product group, the distributions are not as meaningful. 





Distribution of Advertising Expenditures by 
Industry Groups for Three Major Media 
(AMOUNTS IN MILLIONS OF DOLLARS)* 














GROUP NATIONAL TELEV ees 
NO.** INDUSTRY GROUP YEAR NEWSPAPERS ** MAGAZINES *** NETWORK SPOT TOTAL**** 
1 Food & Food Products 1959 127.6 91.6 113.1 165.7 498.0 
1960 118.6 104.0 114.7 165.2 502.5 
1959 25.6% 18.4% 22.7% 33.3% 100 
1960 23.6 20.7 22.8 32.9 100 
2 Confections & 1959 12.6 13.1 13.0 28.2 66.9 
Soft Drinks 1960 12.0 13.2 14.9 33.8 73.9 
1959 18.8% 19.6% 19.4% 42.2% 100 
1960 16.2 17.8 20.2 45.8 100 
3 Alcoholic Beverages 1959 62.3 50.5 6.7 47.8 167.7 
1960 62.3 50.9 8.1 48.8 170.1 
1959 37.1% 30.4% 4.0% 28.5% 100 
1960 36.6 29.9 4.8 28.7 100 
4 Tobacco Products 1959 41.5 27.4 75.0 31.5 175.4 
1960 35.0 26.2 76.9 35.7 173.8 
1959 23.6% 15.6% 42.8% 18.0% 100 
1960 20.1 15.1 44,2 20.6 100 
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8,9 


9,10 


10 


11 


12 


13 


14 


15 


16 


INDUSTRY GROUP 





Toiletries & 
Cosmetics 


Drugs & Remedies 


Wearing Apparel 


Jewelry & Silverware 
Jewelry, Watches & 
Cameras 


Sporting Goods & 
Cameras 


Sporting Goods & 
Toys 


Motor Cycles & 
Bicycles 


Automobiles & 
Supplies 


Gasoline & Oil 


Publishing & Media 


Soaps, Cleansers & 
Polishes 


Household Furniture 
& Furnishings 


YEAR 


NEWSPAPERS** 


MAGAZINES *** 


NATIONAL TELEVISION*** 








1959 
1960 
1959 
1960 


1959 
1960 
1959 
1960 


1959 
1960 
1959 
1960 


1959 
1960 


1959 


1960 


1960 


1959 
1960 


29.5 
29.5 
12.0% 
11.3 


24.1 
23.7 
13.4% 
12.8 


8.7 
10.8 


10.8% 
12.0 


1.1 
1.7 


7.4 


6.5 


Included in #10 


1959 
1960 
1959 
1960 


1959 
1960 
1959 
1960 


1959 
1960 


1959 
1960 
1959 
1960 


1959 
1960 
1959 
1960 


151.5 

173.3 
51.1% 
50.3 


26.0 
22.9 
36.9% 
29.8 


46.2 
48.7 


17:3" *ee* 
7° ee 
9.8% 
7.3 


5 3°° *** 

4.8°°°?9 
20.9% 
10.9 


47.6 
50.9 
19.4% 
19.6 


27.1 
29.2 
15.1% 
15.8 


48.5 
56.7 
60.1% 
62.8 


14.0 
15.5 


11.9 
12.4 


80.6 
93.7 
27.1 
27.2 


11.7 
13.8 
16.6% 
18.0 


12.7 
13.9 


10.4 
9.1 
5.9% 
5.5 


27.6 
30.4 
62.0% 
69.5 


102.3 
111.1 


NETWORK 





41.6% 
42.9 


75.0 
84.7 
41.7% 
46.0 


7.2 

9.3 

8.9% 
10.3 


14.0 
13.9 


3.0 
3.2 


46.7 
55.1 
15.7% 
16.0 


9.8 
15.6 
13.9% 
20.4 


2.2 


67.1 
69.5 
38.0% 
41.8 


4.0 
5.8 
9.0% 
13.2 





SPOT 






































66.1 
68,1 
27.0% 
26.2 


53.5 
46.7 
33.3% 
25.4 


16.3 
13.4 
20.2% 
14.9 


3.8 
4.4 


4.9 
5.6 


18.2 

22.3 
6.1% 
6.5 


22.9 
24.3 
32.6% 
31.8 


0.7 
2.8 


81.9 
75.5 
46.3% 
45.4 


3.6 
2.8 
8.1% 
6.4 








TOTAL 949° 








245.5 
259.6 
100 
100 


179.7 
184.3 
100 
100 


80.7 

90.2 
100 
100 


297.0 
344.4 
100 
100 


70.4 

76.6 
100 
100 


176.7 
166.3 
100 
100 


44.5 

43.8 
100 
100 
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GROUP NATIONAL TELEVISION*** 














NO.** INDUSTRY GROUP YEAR NEWSPAPERS** MAGAZINES *** NETWORK SPOT TOTAL **s5 
17 ‘ Radio & Television 1959 6.6 (Record players included in Misc.) 
Sets 
Radio, TV, & Record 1959 18.6 5.4 a2 
Players 1960 8.6 19.9 5.3 0.9 34.7 
1960 24.8% 57.3% 15.3% 2.6% 100 
18 Home Equipment, 1959 1S.Q2e***? 39,2 30.1 15.2 103.5 
Appliances & 1960 DS lata 37.1 30.7 19.8 112.3 
Supplies 1959 18.4% 37.8% 29.1% 14.7% 100 
1960 22.0 33.1 27.3 17.6 100 
19 Garden Equipment 1959 5.0 0.2 0.8 
. & Supplies 1960 5.4 0.4 3a 
20 Pet Products 1959 Incl. in #21 Incl. in Misc. 6.7 
1960 7.5 = ™ 8.2 
21 Agriculture 1959 11.0 1.8 1.8 
1960 10.6 2.0 7 
19,20 & 21 1959 15.9 
20 & 21 1960 9.5 
22 Entertainment & 1959 2.0 3.5 0.4 1.0 6.9 
Amusement 1960 2.2 3.6 0.9 1.8 8.5 
1959 29.0% 50.7% 5.8% 14.5% 100 
1960 25.9 42.3 10.6 4 100 
23 & 24 Travel, Hotels & 1959 70.6 25.1 1.1 4.5 101.3 
Resorts 1960 1369 29.2 0.8 5.0 108.5 
1959 69.7% 24.8% 1.1% 4.4% 100 
1960 67.7 27.0 0.7 4.6 100 
25 Insurance 1959 15.6 21.6 10.3 ej 51.2 
1960 17.0 26.0 12.4 3.4 58.8 
1959 30.5% 42.2% 20.1% 7.2% 100 
1960 28.9 44,2 21.1 5.8 100 
26 Finance "1959 - Inc. in Cons. Ser. #30 3.0 
1960 - = - “i 2.9 
27 Public Utilities 1959 23.7 Incl. in Cons. Ser. #30 7.8 
1960 23.3 %? %? ? 9.0 
28 Education (Schools, 1959 2.0 Incl. in Cons. Ser. #30 0.2 
etc.) 1960 2:3 3 = ey 0.3 
29 Retail Stores, Mail 1959 Incl. in Misc. 15.8 = 4.9 
Order Houses & 1960 17.1 0.1 4.2 
Trading Stamps 
30 Misc. Consumer 1959 eas 34.9 3.4 1.8 
Services 1960 1.6 39.8 3.9 Be 
31 Religious, Unions, 1959 Incl. in #30 - - 1.0 
Political, Government 1960 gs - ~ y B.* 1.9 
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NATIONAL TELEVISION*** 








YEAR NEWSPAPERS** MAGAZINES*** 
1959 Incl. in #35 33.9 
1960 e i: 35.9 
1959 Incl. in #35 19,9 
1960 - <4 21.6 
1959 1.0 7.0 
1960 0.5 7.2 
1959 12.5% 87.5% 
1960 6.5 93.5 
1959 20.8 50.2 
1960 16.5 55.4 
1959 Incl. in #23 8.0 
1960 8 ig 8.5 
1959 30.0 15.0 
1960 32.3 16.2 
1959 772.9 783.8 
1960 782.1 853.6 
1959 27.7% 28.1% 
1960 26.7 29.1 


*Production costs are not included in any item. 
**Correspond to numbers of comparable groups listed for other countries. 


***Network figures are for advertising on national networks. National ‘‘Spot’’ is advertising by 
national advertisers (those with distribution in two or more markets) purchased on a market by 
market basis. It is to be distinguished from local ‘‘spot’’ advertising which is by advertisers 
distributing in one market only (local retailers, movie houses, etc.). Local spot is not included 


****Composition of groups for the four media are not identical in stveral cases. Totals and percent- 


ages are given only where composition is quite similar. 


*****ANPA groupings changed from 1959 to 1960 so these groups are only roughly comparable. 


NO.** INOUSTRY GROUP 
32 Building Materials 
7 
33 Office Equipment & 
5 Supplies 
3 
34 Aviation Equipment 
& Supplies 
35 Other Industrial 
Equip. & Sup. 
36 Freight & Industrial 
& Agricultural 
Development 
Miscellaneous 
TOTAL 
) Sources: 
Notes: 
' 
here, 
Basis: 





Newspapers — Compiled by Media Records, Inc. for the ANPA from linage measurements and reports 
from cooperating newspapers. A projection amounting to about 1.7% is made to include newspapers 

not measured or reporting. Includes weekly national newspaper supplements. Magazines — Compiled 

by the Publishers Information Bureau from linage measurements of 82 general magazines and 4 national 
farm publications. (W. H. Mullen) Network TV — Compiled by LNA-BAR Services for all advertising on 
the three national networks. National Spot TV — Compiled for TvB by N. C. Rorabaugh from reports of 
spot activity submitted by cooperating stations which according to a study by A.C. Nielsen in March, 
1959 accounted for 86% of the U.S. home viewing hours. The figures include only the advertising on 


the cooperating stations. 





















NETWORK SPOT TOTAL**#** 
3.4 2.8 
2.2 2.4 
4.6 0.2 
3.9 0.5 
< - 8.0 
- ~ 7.7 
0 0 100 
0 0 100 
21.0 - 
22.9 - 
0.4 - 
0.4 - 
8.2 3.7 
8.8 3.3 
627.3 605.6 2,789.6 
682.4 616.7 2,934.8 
22.5% 21.7% 100 
23.2 21.0 100 


Newspapers — Expenditures of National Advertisers in Newspapers, Bureau of Advertising, American 
Newspaper Publishers Association (New York), 1959, p. 4; 1960, p. 6; Magazines & Network TV — 
National Advertising Investments, Leading National Advertisers (New York), 1960, p. 10; Spot TV — 
Spot Television Advertising Expenditures Annual Report, Television Bureau of Advertising (New York), 
pp. 5-6; 1960, pp. 24-25. (Robert Grebe) 


























Distribution of 
f 
Expenditures by Companies Spending over One Million Dollars 
on Advertising by Major Media Categories in 1959* 


PERCENTAGE TOTAL 
GROUP INDUSTRY GROUP NO. OF NEWS- MAGAZINES OUT- SPOT NATIONAL TELEVISION MILLIONS 
NO. es COS. (PAPERS GEN BUS. DOOR RADIO _WETWORK SPOT OF U.S. §' 


1&2 Food & Food Bev. 87 21.7% 19.1% 0.7% 1.0% 4.5% 3.6% 24.3% 25.1% $509.5 
3 Alch. Bev. 36 27.4 22.9 - 09 15.8 9.2 4.2 19.6 172.3 
4 Tobacco 10 20.5 13.0 0.4 - 1.7 8.5 39.8 16.1 188.2 
5,6,15 Soaps, Drugs & 63 98 10.9 0.4 1.6 0.2 2.6° 41.3 33.2 574.6 











Toiletries 

7 Apparel & Fabrics 15 7.6 36.0 1.1 = 0.2 10,2 44.9 35.4 
9 Cameras & Supplies 4 10.5 31.6 15.3 - - 41.9 0.7 19.0 
12 Automobiles 8 36.3 23.8 1.9 7.2 6.7 17.4 5.2 250.2 
12 Tires & Rubber 6 22.2 39.9 9.6 5.2 2.9 11,0 5.0 38.4 
12 Auto. Accessories 4 21.4 51.9 12.9 ~ ~ - 0.7 5.7 
13 Gasoline & Oil 20 24.5 9.9 5.8 15.3 10.7 11,2 20.5 93.0 
14 Publishers 10 55.2 27.8 12,1 ~ 2.8 - 18 24.6 -. 

Home Equipment 16.1 35.6 11.0 0.7 1.4 10.9 175.1 
23 Travel & Transp. $7.1 15.1 3.1 3.1 14.2 2.1 5.2 51.6 
25 Insurance 26.6 33.4 1.0 1.4 3.9 5.3 28.0 
26 Finance 7.9 38.0 3.0 ~ 1.5 14.8 6.3 
27 Public Utilities 4.3 62.7 4.6 0.8 3.8 18.8 
33 Office Equip. & Sup. 7.2 52.4 19.7 ~ _ 13.8 
34 Aircraft Mfg. 6.5 85.8 7.7 - ~ 2.7 
35 Chemicals 6.4 26.5 32.0 1.6 6.7 37.7 
35 Paper & Plastics 8.5 28.5 7.5 8.9 9.0 23.5 
35 Materials & Machinery 8.9 26.9 36.8 0.2 1.8 85.7 

for Industry 
Miscellaneous 22.8 33.0 3.6 1.5 19.8 45.7 





Total all advertising 2.3.23 1.4 13.9 3.2 16.7 3,618.6 


Source: Printers’ Ink, Sept. 9,.1960, p. 371. (Patrick Kelly) 


Notes: *Does not include production costs. See notes in previous table on classifications and ‘‘spot’’ television. 
**Companies are assigned to categories according to the nature of their chief products. 


Basis: Complete audits of advertising. 


©) 1961, INTERNATIONAL ADVERTISING ASSOCIATION 








